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James Monroe's Doctrine 
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Although the "Monroe Doctrine" has been written indelibly 
into history, James Monroe had a personal doctrine 

that was just as vital to a fledgling nation. This 
fifth president of the United States believed in honesty, 
initiative, progress, foresight. That these qualities 
are characteristic of the growth of Virginia isn't odd — 

for Monroe was a Virginian, born in Westmoreland County. 

Present-day Virginia follows the Monroe pattern. Havens and Martin Stations 
WTVR(TV), WCOD(FM), and WMBG (The First Stations of Virginia) 
get daily evidence that listeners and viewers 
—and advertisers, too— find them 

in tune with Virginia's tradition of progress. 



Statue at Monroe's home 



WMBG " W€OD'» 



Havens & Martin Stations are the on/y 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
Represented nationally by John Blair & Company 




WTVR'v 
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FIRST STATIONS OF VIRGINIA 



"Today" pitch 
stresses low 
13-week cost 



Block Drug ups 
spot AM budget 
to $1,000,000 



Duane Jones 
tries comeback 
trail 



Toni launches 
junior hair-wave 
product 



U.S. Steel TV 
plunge due in 
'52; will keep AM 



Dave Garroway's " Today " show, (beginning 14 January, 7:00 to 9:00 
a.m.) arousing " high agency interest , but nobody's bitten yet," NBC- 
TV told SPONSOR at presstime. Pitch is based on relatively low cost 
(15-minute segment once weekly for 13 weeks is $90, 000 ) . Web salesmen 
are pointing to fact that Ernie Kovac's 7:00 a.m. show, WPTZ, Philly, 
is almost sold out ; and to survey showing 3 out of 4 homes listen to 
AM once weekly between 7:00 and 9:00 a.m. 

-SR- 

Block Drug Company is increasing '52 spot radio budget to $1, 000, 000 
from $600, 000 in '51. Company compared AM and TV announcements, Sun- 
day supplements, found spot radio results cheapest . Agencies are 
Dowd, Redfield & Johnstone, Cecil & Presbrey, and Joseph Katz. 

-SR- 

Year-end accounting of Duane Jone s Agency status: (1) Billing begin- 
ning to roll in (to extent that Jones has given Yule bonus to pres- 
ent 34 employees) ; (2) New client recently bowing in, Farmers Mutual 
Automobile Insurance, Cleveland, (others are Vitamin Corp. of America, 
Newark, National Recleaning Corp. of Brooklyn, National Selected Prod- 
ucts, N.Y.) ; (3) Jones has served 12 ex-employees with legal papers 
(they've asked extension till 7 January to respond) ; (4) Jones is pon- 
dering suits slapped a gainst him by ex-employees (for back vacation 
pay , pension mon ey) . 

-SR- 

Toni Company launched new product last week, home permanent for chil- 
dren 14 and under called Tonette. "Kate Smith Show," NBC-TV, will be 
used. (Firm's total ad budget for 1952 will reach $12,000,000 , half 
of it going to radio and television; via Foote, Cone & Belding, and 
Tatham-Laird, Chicago.) 

-SR- 

U.S. Steel may make plunge into bigtime net TV within first half 1952, 
but firm is sure bet to retain radio show . Its "Theatre Guild of the 
Air," NBC, had b etter average rating in 1951 than in year previous. 
Nielsen-rating climbed from 6 at start of season to 9.5 at last re- 
port, putting show close to AM's top 10 . Firm's executives attribute 
rise to fact that "Theatre Guild" has scored many " firsts " on air this 
season with broadcast of "Glass Menagerie," "Lost Weekend," "20th Cen- 
tury," other standout plays. When U.S. Steel makes move into TV (via 
BBD0), programing choice will probably be drama as well. 



SPONSOR exclusive on radio listening in TV homes 

Coming next issue (14 January), a report on radio listening in television homes 
conducted for SPONSOR by Advertest Research, New Brunswick, N.J. For other 
research on AM audience in TV homes, see article starting page 25. 
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No. 30 OF A SERIES 



BOB REYNOLDS 
In Rose Bowl Play 

WHEC 
In Rochester Radio! 
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IN ROCHESTER 432 weekly quarter hour periods are 
Pulse surveyed and rated. Here's the latest score,— 

STATION STATION STATION STATION STATION I STATION 



WHEC B 

FIRSTS 226. . . 1 36 

TIES....... 17... 15. 
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38 

2. 
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Station on 
'til sunset an/y 



WHEC carries ALL of the "top ten" daytime shows! 

WHEC carries the top seven evening shows 

and is tied for ninth and tenth places! 
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Representatives: EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. O' CONN ELL CO., Los Angeles, San Francr 
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ARTICLES 



How is radio doing in TV homes? 

To give a complete picture, SPONSOR presents roundups of listening- 
looking research, as well as opinions of ad men 

Latest Haures on listening in TV homes 



How (id men estimate the situation 



How radio helped Seahrook start own brand 

At first a "supplier," Seabrook Farms expanded into retail sales of its own 
frozen food products, built rapidly with aid of radio 



It happens in TV 

When client, agency, and TV commercial meet head-on, anything can 
happen. This series of cartoons depicts four wryly amusing situations 



Hoes controversy make sales? 

Commentators like Fulton Lewis, Jr., Drew Pearson may strike fury from 
listeners, but they also strike paydirt, SPONSOR survey finds 



Sinuer's first 100 years icere air-less 

Sewing machine firm is now conducting its first big radio-TV experiment, 
with initial $500,000 budget already bringing happy dealer response 
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How If III is helping sponsors 

BMI is raising the level of local programing, helping to encourage sponsor 
purchase of locol shows rather than only announcements 



How to statjv a one-shot 

How Motorola sl.igod a radio-TV one-shot, plus capsuled reports on other 
one shot campaigns including tips to advertisers, pitfalls to avoid 
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COVER: New era in network TV is opened up 
14 January when Dave Garroway's "Today" 
show makes debut on NBC 7:00 to 9:00 a.m. 
Sparkplug credited with pioneering move is 
dynamic Sylvester L. (Pat) Weaver, Jr., NBC 
V.P. in charge of TV. From I. to r. are Ed- 
ward D. Madden, NBC V.P. in charge of TV 
sales and operations; Weaver; Garroway. 
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"The Adventures of Cyclone Malone". .. 




Action! In just 24 hours, Cyclone Malone moved more than 10,000 self-liquidating 
premiums for a single sponsor. ..and started a rush that netted over 106,000 tie-in sales!* 

* Curries Ice Cream & Candy Co., Los Angeles 




Acceptance! Consistently ranked among the 
top 5 multi-weekly shows in Los Angeles' 
highly competitive seven -station market. 



Available! "The Adventures of Cyclone Malone" 
is now available on film. Find out more about 
this delightful musical marionette adventure 
series . . . quarter-hour, five-a-week . . . ready to sell 
for you today! For audition print and complete 
information call or wire our nearest sales office: 
44 West 56th Street, New York City 19, N. Y. 
612 North Michigan Avenue, Chicago 11, III. 
Sunset and Van Ness, Hollywood 28, California 



CONSOLIDATED TELEVISION SALES 



A Division of Consolidated Television Productions, Inc. 
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Your Lowest 
cost-per-1,000 

• ••in the 

$3-BILLION 

OAKLAND- 
SAN FRANCISCO 
BAY MARKET! 






/ley to success in the 
San Francisco Bay Area 
lies in COVERAGE of the 
huge PLUS market com- 
prising $1,600,000,000 
annual retail sales in 
Oakland and the East 
Bay! 



I\ ecords prove that day- 
in day-out, KR0W pro- 
vides the lowest Cost- 
per-Thousand listeners 
of ANY station in this 
market!* 

(•PULSE: Sept. Oct. 1951) 



fiver 145 local, region- 
al and national advertis- 
ers regularly use KR0W 
to reach Oakland's 
1,144,000 market. ..and 
San Francisco's 1,096,- 
000 market! 




Why not make us 
show you the facts and 
figures that prove these 
statements true? It's all 
down in black and white 
for the asking! 



KROW 

Radio Center Bldg. 
19th & Broadway • Oakland, Calif. 

Serving the Entire Oakland-San Francisco Bay Area 




by 

Robert J. La:ulr\ 



Head atty good magazines lately? 

Although "Radio" is certainly an advertising medium, most of 
the larger advertising agencies typically have a "Media" Department 
separate from a "Radio" Department, and ne'er the twain may meet 
save under the referee, or account executive, the latter supposedly 
loftily evaluating all media, partisan to none, again supposedly, 
selecting the best medium for the immediate sales problem. 



The separation of "Media" from "Radio" (and now TV) has of 
course long since been taken for granted in the big town, big time ad- 
vertising. Logic dictated the separation in the first place and custom 
has widened it, including the existence of special trade journals 
catering to the old agency skills of copy and layout while other trade 
journals cater to showmanship skills. The two-way quarantine has 
produced the situation today of many "old media" admen not know- 
ing much if anything about "new media" admen, and vice versa. 



With so much apology, this Contributing Editor now proposes to 
discourse for a bit on magazines, a subject ordinarily outside the 
ken of sponsor, except now and again when some magazine circula- 
tion promotion department turns radio/TV sponsor. 



The problems of magazines, upon analysis, often bear jolting 
familiarity to the problems of radio. Take, in example, Detroit, 
the motor capital. From time immemorial the networks have tried 
to sell automotive accounts on a fuller, more confident use of radio, 
only to run smack into minds frozen solid in contrariness. Knowing 
this, it amused and edified your correspondent when he learned re- 
cently of a curious situation in which the same Detroit nabobs ex- 
hibit the same kind of frozen contrariness toward monthly magazines. 



It goes like this. Detroit tends to instruct its advertising agencies 
to "favor" weeklies, contending they are "faster" than the monthlies. 
The difference turns out often to he distinctly imaginary. If an ad- 
vertiser elects to use weeklies once a month, the rule, it's still 12 
limes a year as would he the case with consistent scheduling of 
monthlies. Moreover Detroit's fondness for four-color plates de- 
molishes the "faster" idea since plates will he six-seven weeks in 
production regardless of whether their destination is a weekly or a 
monthly. 

* * * 

Broadcasters who have butted their heads against Detroit may 
perhaps be comforted to hear that the monthly magazines are mod- 

( Please turn to pane 61) 
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WISE 

Young Man of 





A fellow matures rapidly in Television. KPIX, San 
Francisco's pioneer station, went on the air on 
December 22, 1948. Now, three years later, KPIX has 



the wisdom that characterizes Television's veterans 



... the wisdom, among other things, to recognize that 
in Television you can't stay young ... and you must 
never grow old! 




EBS and D U MONT TELEVISION NETWORKS 

Represented by The Kafi Agency 
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Says QUENTON ("Q") COX - KGW, Portland 



"Here's another feather for Allan's hat. Congratulations on your 
new Allan Jones package — it is an excellent musical show of 
extremely high standing. KGW is using The Allan Jones Shotv as 
part of the Monday night music festival which includes such impor- 
tant NBC shows as The Voice of Firestone, Mario Lanza, The Rail- 
road Hour and The Telephone Hour. The Allan Jones Show stands 
up beautifully with these stellar network attractions." 




MR. COX 



AUAN JOKES SHOW 

Rare indeed is the opportunity given a local station to secure a big-time 
musical production of network calibre at a cost well within its sponsor's 
budget. The opportunity is now! Investigate The Allan Jones Show. 




Complete half-hour audition, sales brochure and price 
will be sent you, at no charge, upon your request. 






EAT LI HE PROGRAMS fnc. 

113 WEST 57*h STREET NEW YORK IP, H. t, 



gs*arn >»ale* Representative 

Walter B. Davison 

<tQ»J Sunset Boulevard, Hollywood CaiifornfO; 




Canadian Safes Representative 

S. W. Caldwell Ltd, 
ISO Simcar Street Toronto 



KMA 

Gets More Orders 
At Less Cost! 

. , . arcording to figures released by 
Tidx House Products Co. 



KMA Leads 41 Stations on 
Spatula and Boxtop Offer 

THE OFFER: Tidy House Products 
Co., manufacturers of PERFEX 
Cleaner, offered a Cattaraugus 
Spatula for 35C and a PERFEX 
boxtop. This offer was carried by 
41 stations from Sept. 24 to Oct. 
26, 1951. Stations up to 50,000 
watts were used . „ . over the en- 
tire m:cldle western agricultural 
belt of the United States. 
THE RESULTS: 

Station Cost per Order 

KMA— Shenandoah, Iowa .0248 
2nd station .0319 
3rd station .0349 
4th station .0490 
5th station .0496 
6th station .0608 

Average cost per order — 

41 stations .1434 




KMA 



SHENANDOAH. IOWA 



Represented by 
Avery-Knodel, Inc. 



Conclusive Proof 

awan '^^per order basts 
nation* on a ^ 



Undtr Mnnfigtjntnr oJ 

MAY BROADCASTING CO. 

5hinando<i1i, laws 



j^Iadison 



COMMUNITY SERVICE 

Broadcasting and advertising peo- 
ple are always saying what a tremen- 
dous job radio and TV can do with 
product-selling. Well, here's a case 
where radio and TV did a bang-up 
job on a community project that de- 
manded publie support. 

Radio and television stations in this 
area cooperated 100% in achieving the 
goal of this project: the passage in 
the November election of a $12,000,- 
000 School Bond Issue and Tax LeA r y 
by a two-to-one majority. As a mat- 
ter of fact, one TV station carried a 
feed from the other of a one-half-hour 
local children's program for seven 
weeks. The campaign included a eood 
many other unusual features for which 
the broadcasting services in this com- 
munity were directly responsible. 

Lincoln Schei'rle, Dir. Radio- 
TV Dir.. Hugo Wagensell & 
Associates. Davton. Ohio 



MIDWEST SURVEYS 

Just a word to thank you for the 
very comprehensive story on the 1951 
Iowa and Kansas surveys. 

While we naturally think a great deal 
of our success with these surveys, we 
know it is only by continual hammer- 
ing such as you have done that time 
buyers will realize radio is a long way 
from being either dead or dying. We 
are particularly pleased that this arti- 
cle came out prior to the NBC conven- 
tion at Boca Baton since we feel sure 
many of the affiliates may feel mutually 
strengthened in taking a position that 
radio is very much alive and should 
not be relegated to a formula based on 
supposed coverage by any other media. 

Congratulations and thanks for a 
fine perusal and presentation of the 
1051 Iowa Radio Audience Survey. 

Paul A. Loyet, Vice President 
Central Broadcasting Co. 
Des Moines. Ion a 



MERCHANDISE THAT SHOW! 

As a follow-up to the item and pho- 
tograph of the Meister Brau poster 
which appeared in \our "Roundup" 



feature, 3 December issue, I would like 
to elaborate on the effectiveness of this 
poster tie-in with TV. 

It just so happens that the initial 
rating of the Boston Blackie show in 
Chicago was three times that of New 
York and twice that of Philadelphia. 
This is certainly an indication, if not 
proof, that our Criterion Meister Brau 
posters really do a job in acquainting 
more people with Meister Brau adver- 
tising which in turn sells more beer. 

Richard P. Sisson. Prom. Mgr. 

Criterion Service, N. Y. 



RADIO SELLS EVERTHINC 

Thanks (to you and Bob Foreman) 
lor the four stars awarded the "Bare- 
loot in Athens" commercials on 
WMCA in the 3 December issue. To 
keep the facts straight, sponsor of this 
series was the Playwright's Company 
through the agency, Clifford Strohl As- 
sociates, New York. 

In answer to your speculation that 
the "independent-station audience may 
not be the typical legit-theayter- 
crowd," it may interest you to know 
that this New York independent sta- 
tion is par ; icularly proud of its "the- 
avter-going" listeners. On WMCA. we 
"sell" top Broadway shows throughout 
the year. In October. Leland Hayward 
experimented with a sroup of ten an- 
nouncements on the Barry Grav Show 
for "Remains to Be Seen," then un- 
opened and unreviewed. He was "so 
amazed" bv our direct ticket sales that 
he ha« put us on his "must" media list 
for future nroductions. He writes: 
"'We ha v e shied awav from radio as a 
legitimate theatre ticket selling medi- 
rm. What is so amazins about your 
nrosram (Barrv Gray Show) is that 
almost all re">ue c t« were for the higher- 
priepfl tickets — 80^ of the orders for 
orchestra locations." 

}'o" r viui Klarman, Dir. of Prom. 
WMCA. New York 



AIR-MINDED UTILITIES 

Well, SPONSOR has done it again — 
just as we were about to look around 
for background material on "public 
utilities advertising" you came up with 
"public utilities on the air." Please 
rush 10 copies so that we can get them 
in some very interested — and interest- 
ing — hands. 

FucKNE I). Hill, Cen. & Comm. Mgr. 
WORZ, Orlando, Florida 
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J clear picture of thelVaudience 
inibe Tort Worth-Dallas cities 



WRAP -TV 

TWE STAftrLECIAM STATION 



OCTOBER, T951, HOOPER TELEVISION AUDIENCE INDEX 
OF THE COMBINED FORT WORTH-DALLAS AUDIENCE 
SHARE OF TELEVISION AUDIENCE 



Monday through Friday 
12:00 Noon to 6:00 P. M. 

Sunday through Saturday Eve. 
6:00 P. M.- 11:00 P. M. 



WBAP-TV 
50.3 

44.3 



Sta. B 



22.3 



36.6 



Sta. C 



27.4 



19.0 




The first clear picture of thefVaudience 
Outside the metropolitan cities 




(Over 22% of the audience is outside of the two-city corporate limits.) 



SEPTEMBER 1951 BELDEN* SURVEY-SHARE OF TELEVISION AUDIENCE 



n 



ii 




DON'T BE SPOTTY 
WITH YOUR SPOTS 

. . REACH 



ALL ALL ALL 

The Fabulously Rich z 
Fort Worth-Dallas 
Market 




Station 
WBAP-TV 

Sta "B" 
Sta. "C" 

*Joe Belden & Associates is a 
pioneer research firm of the 
Southwest and numbers among 
its clients advertisers and 
agencies from coast to coast. 



Daytime 
60% 
29% 
11% 



Nighttime 
54% 
33% 
13% 



WBAP 



AM -FM -TV 
570 - 820 

Channel 




STAR-TELEGRAM STATION . 



FORT WORTH, TEXAS 



FREE & PETERS INC. 
Exclusive National 
Representatives 



AMON CARTER, President 
HAROLD HOUGH, Director 



GEORGE CRANSTON, Manager 
ROY BACUS, Commercial Mgr. 
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A WI MM ! 

3 nut ill 4 yrs. 



Again WlOU's Farm Service 
Department, directed by 
Bob Nance, has won the 
annual national farm safe- 
ty promotion award. An 
achievement such as this 
clearly shows the progres- 
sive down-to-earth qualities 
that makes WIOU the stand 
out voice in Indiana's 18 
most prosperous counties. 
For greater returns it will 
pay you to put your adver- 
tising dollars on the winner, 
WIOU. 




i \3 

r / ^ 



C B S 
A F F 



I L I A T E 



UI10U 

1000 WATTS - 1350 KC 
„ KOKOMO, INDIANA 

~ R(pr<:rnlvd Nationally by ... 

: WEED £k COMPANY 





Henry E. Picard 

Vice President-General Manager 
San Francisco Brewing Corp., San Francisco 

Bui germeister, Burgermeister 

It's so light and golden clear, 

Burgermeister. Burgermeister 

It's a truly fine pale beer. 
This jingle has proved to be worth about $4,000,000 a word so 
far. For. sung to the tune of "Clementine"' on a host of California 
radio stations, it has impelled thousands of Californians to switch 
to Burgermeister. Sales for 1951 are up 33 /ir over 1950 with annual 
sales of close to 1.000.000 barrels. 

That wasn't the situation in 1944 when 55-year-old Gennan-born 
Pioard took over as general manager. Then. Hurgermeister was but 
one of San Franciseo Brewing's 14 private label beers, and all were 
lagging in sales. 

Picard, a merchandising expert, dropped the private label and 
draught beers and selected Burgermeister as the one beer to adver- 
tise and promote. As evidence of his sales-building confidence he 
burned up $10,000 worth of private labels in one afternoon. A lim- 
ited budget, about $50,000, was put behind Burgermeister and, as 
there were 4.000.000 Northern Californians to reach, radio chain 
break* were an almost automatic selection. 

Picard explains: ''Chain breaks would allow us to deliver the maxi- 
mum number of sales messages for the money expended. Chain 
break time could be bought on good stations adjacent to programs 
with high ratings while, at the time, announcements were available 
next to programs with low ratings."' 

Californians have been bearing the "Burgie jingle" e\cr since its 
1944 introduction but not always in the same way. .Sometimes the 
jingle is speeded up; sometimes it's sung in a different key. 

Despite the Burgermeister success in the last seven years Picard 
modest 1) considers himself '"an ordinary, straight-forward business- 
man."" Now, with 50 r ( of the ad budget going into radio. Picard 
>till "msi>t> on a strict and simple advertising polic\. \o comparisons, 
no fancy claims. Nothing except '"Burgermeister — a truly fine pale 
beer."' Pieanfs extra sales touch: San Franeiseans within hearing 
distance eau listen to tower chimes atop the brewery building pla\ 
"Clementine'" at 10:00 a.m.. 3:00, 5:00 and 8:00 p.m. 
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MR. SPONSOR: 



Around the clock ... all year long . . . 



WJBK-TV HAS THE TELEVISION AUDIENCE IN DETROIT! 



\hi 1 D \£ T\/ HOME HOOPERATINGS 

WW J D IV™ 1 V Sunday Thru Saturday 6-11 P.M. 


Nov.-Dec. '50 

37.2 


Dec'50- Jan.' 51 

37.3 


Jan. -Feb. '5f 

36.7 


Feb.-Mar.'5l 

37.8 


April '51 

37.9 


May '51 

37.6 


June '51 

35.6 


July '51 

38.5 


Aug. *5I 

41.1 


Sept '5 1 

38.2 


Oct. '5/ 

35.4 


(2 Mos. Aucragc 

37.7 




Just think! WJBK-TV's average TV- Home Hooperat* 
ing, for the 12 months ending October 1951, is 37-71 The 
Sunday evening average alone, from April to October 
1951, is 45.0! 



Look at these other whopping Hooper 
averages WJBK-TV earned during 1951: 

Mon. thru Fri. 8-12 AM (April-October), .... ,.49.9/ 

Saturday 12-6 PM (April-October),. .47.3/ 



WJBK-TV's consistently high Hoopers in the major time seg- 
ments during 1951 make WJBK-Television the wise time-buyer's 
choice for top sales results in the Motor City. To be certain your 
television dollar pays you the highest dividends in the 5-billion 
dollar Detroit market, check with your KATZ man today. 





WJBK 



—AM 
— FM 
— TV 



DETROIT 



The Station with a Million Friends 

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-2455 

Represented Nationally by THE KATZ AGENCY, INC. 
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• This was it. For General MacArthur 



and for KCBS. 



Thousands of eyes were on the General as he arrived in San Francisco. Thousands 
of ears were tuned to 50 s 000-watt KCBS as it turned in what turned out to be 

the year's top special- events broadcast. (The KCBS local staff covered the event 
for the CBS Radio Network; all other networks imported special staffs.) 

For its broadcast, KCBS received the National Association of Radio News Directors' 
Award "for distinguished achievement in the field of radio reporting of an 
outstanding special event." As the awards committee commented: "It was truly a 
superb example of radio reporting . . . broadcasting in a class by itself!" 





PARIS, ILLINOIS, is a channel 6 town!" 



LEONARD H. WOLFE, Television Dealer 
112 Madison Street, Paris, Illinois 



WioMS IN S£T$ ON 




PARIS and DANVILLE, ILLINOIS, 
are both l/VFBM-TV towns." 



ROBERT A. FREY 
Box 215 
Paris, Illinois 




• Hear about WFBM-TV's big PLUS? Advertisers 
on Indiana's First Station get a real buy: First, be- 
cause high-income Indiana is one of the nation's best 
markets . . . second, because 192,500* TV sets are 
already installed inside this station's 60-mile area . . . 
and third, because VVFBM-TV, Channel 6, delivers 
a Big Bonus in sets outside where thousands of set- 
owners tune in ONLY WFBM-TV. 

In Paris, Illinois, about 90 miles away, and in Paris' 
Edgar County, dealers estimate over 200 TV sets are 
already installed, with more being added every day. 
Dozens of other cities and villages and thousands of 
farms— many even farther away than Paris — have ad- 
ditional sets beamed to WFBM-TV exclusively, too! 



PAR|£, 
ILLINOIS' 



INDIANAPOLIS 



i 90 ^ es - - ;t B M-Tv 




How about your clients ? If they really want to J 

they'll thank you for selling them on WFBM-T 

I 

Big Bonus Buy! 

i 

*Source: BROADCASTING -TELECASTING, December 24, 195 



WFBM Radio Is First in listening, Too! 

* FIRST in the morning! * I irst in the afternoon! 

* and a Griat Big First at Night' 50% more lis- 
teners at night than any other Indianapolis station. 

* h-'rirt f>* , frt,»u*'V l^'OUph Ap> I. 19^1 





WFBM-TV 



REPRESENTED 



NATIONALL v 



B Y 



THE 
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I. Mew on Television Networks 



SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



Aluminum Company of 

America 
American Oil Co 

Burlington Mills Corp of 
JVew York 

Johnson & Johnson 
M & M Ltd 
(VCedar Corp 
Sfokely-Van Camp I no 



Fuller & Smith & Ross 

Joseph Katz 

IHrshon-Garfield 

Young & Ruble am 

W illiam Esty 

Young & Rubieani 

Calkins & Ilolden, Car- 
lock, McClinton & 
Smith 



CBS.TV 


29 


Sc.- It Now; Sun 3:30-4 pm ; 2 Dec; 52 wks 




cns-TV 


24 


Challenge of the SO's Year of Crises; T 


3-4 






pm; 1 Jan only 




CBS-TV 


14 


The Continental; Tu, Th 11:15-30 pm; 


22 






Jan; 52 wks 




NBC-TV 


46 


Kate Smith Show; M 4:30-15 pm; 24 Dec; 


52 






wks 




CBS-TV 


62 


Candy Carnival; Sun 12:30-1 pm ; 6 Jan; 


52 






wka 




CBS-TV 


59 


Garry Moore Show; M 2:15-30 pm ; 7 Jan; 


52 






wks 




CBS.TV 


58 


Garry Moore Show; F 2:15-30 pm; 4 Jan; 


52 






wks 





2. Renewed on Television Networks 



SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



Anheuser-Bnsch lnc 


D'Arcy 


CBS-TV 


57 


Bohn Aluminum & Brass 
Corp 


Zimmer, Keller & Cal- 
vert 


NBC-TV 


7 


Borden Co 


Doherty, Clifford & 
Shenfield 


NBC-TV 


19 


Campbell Sonp Co 


Ward Wheelock 


NBC-TV 


33 


Corn Products Refining Co 


C. L. Miller 


CBS-TV 


47 


Ford Motor Co (Lincoln* 
Mercury div) 


Kenyon & Eckhardt 


CBS-TV 


38 


General Mills lnc 


Knox Reeves 


CBS-TV 


25 


Glidden Co. 


Meldrum & Fewsmith 


NBC-TV 




Goodyear Tire & Rubber 
Co 


Young & Rubicam 


AIIC-TV 


37 


Kellogg Co 


Kenyon & Eckhardt 


ABC-TV 


37 


Kraft Foods Co 


J* \CaItrr Thompson 


NBC.TV 


41 


Liggett & Myers Tobacco 
Co 


Cunningham & Walsh 


CBS.TV 


61 


Thomas J. Lipton lnc 


Young & Rnbicam 


CBS-TV 


38 


Mars lnc 


Leo Burnett 


NBC-TV 


42 


Mutual Benefit Health & 
Accident Association of 
Omaha 


Bozell & Jacobs 


NBC-TV 


27 


Norwich Phanuacal Co 


Benton & Bowles 


CIIS-TV 


35 


Penlck & Ford Ltd 


BBDO 


NBC-TV 




Procter & Gamble Co 


Benton & Bowles 


CBS-TV 


61 


Procter & Gamble Co 


Dan cer-Fitzger aid- 
Sample 


NBC-TV 


46 


Procter & Gamble Co 
Quaker Oats Co 


Compton 

Sherman & Marquette 


NBC-TV 
NBC-TV 


60 
43 


Radio Corporation of 


J. Walter Thompson 


NBC-TV 


57 


America 








R. J. Reynolds Tobarco Co 


William Esty 


CBS.TV 


S9 


Westinghouse Electric Corp 


McCann-Erickson 


CBS.TV 


52 


VTelch Grape Juice Co 


Doherty, Clifford & 
Shenfield 


NBC-TV 


46 



Ken Murray Show; Sat 8-9 pm ; 5 Jan; 23 wks 
American Forum of the Air; M 2:30-3 pm ; 6 

Jan; 52 wks 
Treasury Men in Action; Th 8:30-9 pm; 3 

Jan; 52 wks 
Aldrich Family; F 9:30-10 pm ; 7 Dec; 52 wks 
Garry Moore Show; T 2:15-30 pm; 1 Jan; 53 

wks 

Toast of the Town; Sun 8-9 pm; 6 Jan; 52 wks 

Live Like a Millionaire; alt F 10-10:30 pm; 

21 Dec; 26 wks 
Kate Smitb Show; W, F 4:30-45 pin; 12 Dec; 

13 wks 

Paul Whiteman Goodyear Revue; Sun 7-7:30 
pm 

Tom Corbett, Space Cadet; M, Vi r , F 6:30-45 

pm; 31 Dec; 52 wks 
Kraft Television Theatre; W 9-10 pm ; 2 Jan; 

52 wks 

Stork Club; T, Th 7:45-8 pm; 1 Jan; 52 wks 

Arthur Godfrey's Talent Scouts; B 8:30-9 pm ; 

7 Jan; 52 wks 
Howdy Doody; M 5:45-6 pm ; W 5:30-45 pm; 

3 Dec; 13 wks 
On the Line with Bob Considinc; Sat 5:45-6 

pm; 19 Jan; 39 wks 

Sunday News Special; Sun 11-11:15 pro ; 13 

Jan; 52 wks 
Ruth Lyons Show; Th 12-12:15 pnt; 3 Jan; 

13 wks 

First Hundred Years; M-F 2:30-45 pro; 31 

Dec; 52 wks 
Kate Smith Show; M-F 4-4:15 pm ; 31 Dec; 

52 wks 

Fireside Theatre; T 9-9:30 pm; 1 Jan; 53 wks 
Gabby Hayes Show; M, F 5:15-30 pm ; 10 Dec; 
52 wks 

Kukla, Fran & Ollic; M 7-7:15 pm ; 31 Dec; 
13 wks 

Garry Moore Show; W 2:15-30 pm; 2 Jan; 53 
wks 

Studio One; M 10-11 pm ; 7 Jan; 52 wks 
Howdy Doody; F 5:30-45 pm; 7 Dec; 34 wks 



• In next issue: New and Renewed on Networks, New National Spot Radio Business, National 
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments 




-TV* 



Numbers after names 
refer to New and 
Renew category 

E. H. Benedict (5) 

W. E. Berchtold (5) 

Allan Cooper (5) 

A. E. Duram (5) 

Abbott Kimball (5) 



Xew and renew 31 December 1951 



3. Station Representation Changes 







Numbers after namei 
refer to Now and 
Renew category 

W. C. Matthewi (5) 
S. H. Northcrou (5) 
Jerome H. Scolt ( 5 ) 
M. J. Stephan (5) 
Road H. Wnqht (5) 



STATION 



AFFILIATION 



NEW NATIONAL REPRESENTATIVE 



KS^ L, Ylexandria. La. 

Mrtru|>»lltan \.t~..rk (WARL, WFAX, WGAV, 

WPIk. \\l SI). Wash., I). C. 
WCF.C. K..(-k> Mount. N. C. 
WMIV St. Paul, Minn. 
WS.VV, Sa\annah, Ca. 
» I MA, Chariest S. C. 



S it< : 

Iiiilrfirnilcnts 
LBS 

I nilejM-iMleiit 

MtC 

MtC 



Everett-MeKinney, ,\. V. 
Forjoe & Co, N, Y. 

John E. Pearson Co, N. Y, 
Forjoe & Co, N. V. 
John Blair & Co, IN*. V, 
John Blair & Co, N. Y. 



iVeic and Renewed Spot Televisiott 



SPONSOR 




AGENCY 


NET OR STATION 


HcOMIlt <K Hcdgl'S 




Henlon «S Howies 


Vi'MtQ, Chi. 


Ktttson tV, Ib-dce 




Benlon A Bowles 


WPTZ, Phila. 


HI u menthol It rot her» 


I.avctison 


STIlP.TV, Wash. 


Hitlova W ate b Co 


1 ne 


Kiow 


wcns.TV, n. y. 


I'Vito Inr 




Rulhraufl' & Rvail 


WTOP-TV, Wash. 


Clark Brothers CIi 


■wing 


McCann-F.rii-ksuii 


WBTV, Charlotte 


(#hiii Co 








F'uKTson Drug Co 




HiUM) 


VTNBQ. Chi. 


Gn at Atlantic- <K 1 


acifie 


Paris Peart 


WCAU-TV, I'hila. 


Tra Co 








Hclhros Watch Cu 




Mori Juixper 


WCAU-TV. I'hila. 


Hclhros W atch Co 




Mori J nnger 


K\XT, L. A. 


Maltex Co Iiip 




Samuel Crool 


WCAU-TV, Phila. 


I*iel Brothers 




Kenyon & Fckliarilt 


W.N'BT, N. Y. 


Sirnian Brothers 


nr 


William 11. Weintrauh 


WC.nS-TV, N. Y. 


San sit ine Biscuits 


itc 


Cunningham <K Walsh 


WCAU-TV, Phila. 


V iok Chemical Co 




HIIllO 


WCBS-TV, N. Y. 


Virk Chemical Co 




BKIK1 


WCBS-TV, N. Y. 



PROGRAM, time, start, duration 



20-soc stn break; 31 Dec; 13 wks <r> 

20-sec, 10-soe stn break ; 1 Jan; 13 wks (r) 

1- m in partic; 28 Dee; 13 wks (n) 

2 (>->«<• anncnit; 10-sec i<Ient ; 1 Jan; 52 wkg (n) 

(•rain anncmt ; 10 Dee ; 52 wks (n) 

1-inin anncmt ; 1 7 Dec ; 13 wks (r) 

20*sec stn break; 3 Jan ; 52 wks (r) 
20-sec anncmt ; 15 Jan; 52 wks ( n) 

8-sec ident ; 25 Dec; 13 wks (r) 
8-sec ident; 30 Dec; 52 wks (r) 
1-min partic; 28 Dee; 13 wks (r) 
1-niin partic ; 17 Dec ; 13 wks (r) 
10-sec ident; 1 Jan ; 52 wks (n) 
20-sce anncmt % 1 - ni I n partic ; 16 Dee ; 13 
wks ir) 

8-sec anncmt : 8 Dec ; 13 wks ( n) 
20 -sec anncmt ; 10 Dec ; 13 w ks (n) 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



L, C. Harlow 

Kdward II. Benedict 
William L. Herchtold 
\llan Cooper 

Vk illlam T. Crago 
Arthur I Dnram 
Joel II. Fttingcr 
Khen M. Cm inly 
Hubert Kibrick 

Abbott Kimball 
Dan Kadd 
It«> i.aug 
I'd** ard I.m* i-i mi 
William C. Matthews 
Charles MrCorinack 
Ileb'it Mocllcr 
4^ tie ii t in II. Moore 
Samnrl II. N'oriheross 
llonal J O'Brien 
Hubert II. Keynolds 
Jerome II. Scott 

M ilton J, St*-phan 
Kvclj n \ anderploeg 
Head Hamilton Wright 
I.. Harlon Wilson 



Brooke, Sin itli French R' Dor ran cc, Detroit. 

AHC-TV, IV. V., asst to iv net sis msr 
Foote, Cone & Holding* N. Y., exec \p 
Foote, Cone \ Behliug, N. V. 

ABC* N. V, 

CHS TV. N. * ., sis mgr 
Lester Harrison Inr, \. ^ ., arc! exec 
M rCann-Krickson, > ^ .. aeel exec 
Kenyon H F.okhardt, N. ^ ., bus mgr research 
div 

Abhott Kimball Co, N . V,, pres 
Parade, \. V,, member sis staff 
Car<Iner, S|. I.., acct exec 
Ki'cnan & Eickflbcrg, L. A. 
Abhott Kimball Co, N. Y., vp 
(tuuipton, N. Y,„ trcjis 

Allen iS He> nobis, fj mall a, rc«carcli <Iir 
VHen Hi>j nobis. f)maha. art dir 
William Fst> , V. member tv dept 

Y^oiing & Hubicam, \. Y., acct exec 
Vlb-ii Hc> nobis, Omaha, nee I exec 
VI Herr, Milwaukee, head new bus dept 

VHen X He\ nobis, Omaha, ra*II« tv dir 
Srliw iiiiiiicr *?C Seott, Chi., llmebuyer 
J. M. Matlies. dir radio, tv dir 

F,dw ar«l W, Robot Ii am. Hart ford, a* 1 *'! exec 



Same, also acct supervisor 

J. M. Mathes. N. Y"., Canada Dry contact man 
MeCann-Erickson. Chi., vp 

Hewitt. Ogilvy, Benson & Mather, N. Y„ mark et 

media planning dir 
Leonard Shane, N. V., radio, tv dir 
Fuller & Smith & Hoss, N. Y., radio, tv dir 
Diamond -Harnett Inc, N. V., vp 
Hay C. Jenkins, M.npls., acet exec 
Same, media research, statistical analysis dir 

Same, chair man board dir 
Cecil & Preshrcy, N. ^ ., acct exec 
I^eo Burnett, Chi., acet exec 
Creamer & Co, Illy wd., metlia dir 
Same, pre* 

Same, also member board dir 
Same, partner 
Same, partner 
Same, \p, hus mgr 
Kiow, \. acct exec 

Same, partner 

Guenther. It row n &. Heme, Ciin<iiinati, head new 

hus dept 
Same, partner 
Same, media dir 
Same, \p 

Wilson, llaight & Welch, Hartford, vp 



f». Yeio Stations 


on Air 




STATION 

W KilM, Jarkwm. Mirli. 
W SJIK, Naslivill.-, I 


FREQUENCY WATTAGE 


OPENING DATE MANAGEMENT 


970 kr 1,000 
11 TO kc 1,000 


7 Dec Walter Patterson, managing dir 
early Dec II. CaI\In Young, pres 


7. A'eic Ketwork 


Af filiations 




STATION 


FORMER AFFILIATION 


NEW AFFILIATION 


M.SI , Pro\t«, 1 tnh 


Independent 


ABC 


KIIM V. M..,M, 1 (.I.M>, Minn. 


Independent 


ABC 


* 1. VI . i.anr. l. Miss. 


MHS 


ABC (.-flf 1 Jan) 


W M«;M, Now ^..rk 


I iidi'pcmh'iit 


LBS 



COOPERATIVE WOMEN'S SHOW DOES 
EFFECTIVE MERCHANDISING, SELLING JOB! 



WHO's Iowa feature fare 



A tremendously popular, after- 
luncheon women's program from 
1:30 to 2:00 P.M.. Monday thru 
Friday, and 11:00 to 11:30 A.M. 
on Saturday, with charming Betty 
Brady chatting about foods and 
fashion . . . Duane Ellett assisting 
with songs, with Bill Austin at 
the piano. 

Every day an average of 50 
women drive in from all parts of 



Iowa, and pay $1.25 to lunch with 
Betty Brady (noon to 2 P.M.). 
This live audience is limited only 
by our hotel's facilities — tickets 
are reserved months in advance. 

Read the rest of the story below. 
WHO's Iowa Feature Fare is an 
outstanding women's program, 
with an enormous home audience, 
and backed by a successful mer- 
chandising plan. 



Carefully integrated commercials are only half the story for 
participating sponsors on WHO's Iowa Feature Fare! Outstanding 
merchandising and sales promotion service at hundreds of Iowa's 
retail grocery stores is the other half. Here's a brief outline of 
this amazing "bonus": 

wit Feature Fare is backed by a merchandising staff of 
five specially trained women who regularly call on 700 major 
grocery stores hi 76 of Iowa's 99 counties! Each staff member 
averages six calls per day, and in each store she checks to see 
if all "Feature Foods" products are stocked and are well dis- 
played. She also improves shelf position and exposure of all 
"Feature" products, corrects prices when necessary, induces 
store to quote multiple prices and places point-of-sale advertising 
in store. She also talks to owner or manager about "Feature 
Foods" products and signs carefully selected and qualified 
stores as "Headquarter Stores." 

2. Every three weeks a detailed report covering the staff's 
visits to 225 independent and 45 chain stores is submitted to 
each Iowa Feature Fare advertiser! 

3. Finally, Iowa Feature Foods stages live, "Recipe Round-Up" 
store promotions in a preselected chain or independent super 
market, once a week! These local store promotions are heavily 
plugged over Iowa Feature Fare for the two preceding days, 
and draw an average of 300 women in a 2 to 4-hour period! 

To you who believe in merchandising and sales promotion, Iowa 
Feature Fare is your dish. Write direct or ask Free & Peters! 



WIKI© 

#/©#• Iowa PLUS * 



Moines . . e 50,000 Walls 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 



<P£=> FREE & PETERS, li\C. 

National Representatives 





Products, packaging, rate of sale, and com- 
petitive activity — all are discussed with store 
owner for report to advertiser. Most stores 
run newspaper ads like that below 
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It pays to buy the giant econom y size ! 




And in the vast Midwest market centering around Chicago, 
the giant economy size is 50,000-watt wbbm.* This Fall (as always, 
year after year after year), wbbm commands a larger share of 
the radio audience than Chicago's second and third 
network stations combined. 

During the broadcast week, an average of more than one 

out of every four families listening is tuned to wbbm. Chicago's 

fifteen other radio stations divide up the rest. 

Today, more Chicago families are listening to the radio— an d 
to wbbm— than last year at this time, TV or no TV.* ^QQ^j 

Chicago's Show manship Station 
Represented by CBS Radio Spot Sales 



♦Within range of WBBM's signal lives one-tenth 
of the nation's radio families — three- fourths of which 
cannot be reached by any Chit-ago television station. 

*Put««. Sept. -Oct. 195 1 VS. 19 5 0. 



PUT YOUR 



MM 



Veie developments on SPONSOR stories 




MOBILE 

• METROPOLITAN 
POPULATION 
230,400 




• RETAIL 
SALES 

$174,670,000 




BY USING 




WKRG 



• POPULATION 
PRIMARY 
COVERAGE 
1,326,550 

• RETAIL SALES 
$578,089,000 



Adam Young, Jr. 
National Representative 

or 

F. E. Busby, 
General Manager 



THE DIAL710 






Momu;. ai. v it vm v 



Soot "I* today's rash of eigarette rlaims 

harmful to all advertising?" 
ISSUC: J 7 December 1951. p. 34 

Subject! 3Iany advertising agency executives 
believe that outlandish claims and 
eounter-elainis in eigarette commer- 
cials are hurting all ad sales efforts 

Too late for inclusion in the 17 December story, Paul B. West, 
president of the Association of National Advertisers, issue this state- 
ment to sponsor on "cigarette claims." 

""The vast majority of advertisers make every effort for obvious 
reasons to avoid advertising that might register negatively on the 
minds of consumers. False and exaggerated claims are few. This is 
attested to by the recent report of the Federal Trade Commission on 
the small percentage of advertising 'that might be termed objection- 
able.' 

" Advertising that does not meet the standards of good taste and 
responsibility <»f business- and these standards are voluntarily im- 
posed b\ the advertising fraternity itself reflects adversely on all 
ad\ertising regardless of the industry or media. 

"It does not follow that hard-hitting advertising must fall below 
these standards. For it is signally demonstrated day after day in 
campaign after campaign that advertising can. and in most cases 
does, fulfill its function with both vigor and propriety." 

See: "Wax . . . an industry now"' 

Issue: January 1917, p. 13 

Subject: Johnson's Wax built sales leadership 
with situation eomedy on radio fea- 
luring Fibber MeGee and Molly 

For 16 years Fibber McGee and Molly (NBC) helped build sales 
for the S. C. Johnson Company of Racine, Wis. Built them to a point 
where, nationally, the company was selling over 50^f of the wax 
products purchased in the country. 

But in March 1951, S. C. Johnson and Fibber McGee and Molly 
ended [heir long and profitable relationship. Then Johnson's Wax 
sought a new situation comedy to act as a sales wedge for a Canadian 
air campaign; a radio \enture designed to build sales at the local 
level. 

"Vow thev think they have it in Bright Star, a Frederick W. Ziv 
Company production starring Irene Dunne and Fred MacMurray. 
S. C. Johnson plans to blanket Canada with radio through some 50 
stations of the CRC. The expenditure for the transcribed open end 
radio series, according to a Ziv official, is the largest ever allotted 
for a transcribed series in Canada. 

See: "Alars dc«ld ahead, sir!" 

I.SSlie: JO September 1951, p. 36 

Subject: Science fiction trend on radio and 
TV increases in velocity as do spon- 
sors' product sales 

Tom Corbel!, Space Cadet, renewed 31 December (ABC-TV), is 
ample evidence that science fiction is selling the company's Pep, 
Corn Flakes, other cereals. 

\nd Kcilogg's emphasizes its faith in science fiction's air impact 
b\ announcing AM sponsorship of Space Cadet beginning 1 Jan- 
uary l AHC, Tuesday and Thursday. 5:30 to 5:55 p.m.). The prod- 
uct pushed will be I'ep. The gross weekly time charges now invested 
in both versions of (lie show are: for TV, $26,700; radio, $11,670 
I through Ken yon & Fckhardtl. for a combined $38,370 weekly gross 
lime < barge. 
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SPONSOR 



Purpose! 




t 



HARRY WAYNE McMAHAN 
Executive Producer 



TAYLOR BYARS 
Technical Director 



CHET GLASSIEY 
Production Supervisor 



HOWARD SWIFT 
Art Director 



CHARLES F. CHAPLIN 
Creative Director 



McMAHAN, an advertising man from 'way back, started it in 1 938: a company to 
produce nothing but short ad-films for theater showings. He was joined by 

BYARS, who knew camera and labs inside-aut, as Chief Cinemotag raphe r and Tech- 
nical Director, and 

">? GLASSLEY, another advertising man, alsa film-wise in writing, directing and produc- 
ing, as Production Supervisor. 

"y? SWIFT, a tap Hollywood animation director fram "Fantasia" and "Dumba" lined up 
as Art Director, and 



CHAPLIN, a third film-wise advertising man, as Creative Director. Here was the 
nucleus af Five Star Productions, the Five Men with a Purpose . . . ta produce: 



The World's Finest Television Commercials 



The Five Men (now backed by 286 top Holly- 
wood craftsmen) specialize in the short ad-film 
exclusively. No programs. No industrial films. 
Just commercials . . . the best creative commer- 
cials in the business. 

To date they have produced 3,000 of 'em— 
and more than 2,400 of these were created and 
written by Five Star's three Advertising Men— 
M cMah an, Glassley and Chaplin. 

Thirty-three agencies now use this plus serv- 
ice: film-wise advertising men who serve as an 
adjunct to their own creative departments . . . 
at no extra cost. 



YOUR agency can have this plus service, too 
. . . the same service that has created TV success 
stories for Kellogg, Pet Milk, Pabst Blue Rib- 
bon, Swift, Maytag, S.O.S. Scouring Pads, Zen- 
ith and more than a hundred other national and 
regional accounts. 

Write for brochure or, next time you're in 
Hollywood, drop in at 6526 Sunset and sec the 
most complete studios devoted to film commer- 
cials exclusively. See creative craftsmanship at 
work for advertising. Then add the Five Men 
with a Purpose to YOUR staff. They won't cost 
you a penny . . . they're commissionahle . . . 
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the world's 1A tv tower! 



Advertisers on WSB-TV picked up a big hunk 
of additional market as of this past September 30th 
That is when WSB-TV switched to 
Channel 2 and began telecasting with 50,000 
watts of radiated power from the world's 
tallest television tower. 
WSB-TV now carries your picture story, 
clear and strong, to thousands of TV homes 
never reached before — and still 
unreached by other Atlanta stations. 
If you want more for your money — 
get on WSB-TV. 



w$ 



D-tV 




Channel 2 — 50,000 watts. 
Affiliated with The Atlanta 
Journal and Constitution. 
Represented by Petry. J'^J^ 
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ENOCH AM i NY EDITS RADIO 

©N the planet Mars, television had heen in vogue for 
years. Practically every Martian home had multiple 
TV. There were portable TV sets. TV sets galore in 
out-of-home locations, and millions of them in Mar- 
tian autos. Because of the auto sets, the accident rate 
on highways was frightful. 

Then, one day the picture tube in the TV set of a 
thoughtful Martian named Inocram blew out, right in 
the middle of a Whizzies commercial. Listening to the 
audio was better than nothing, so he turned it up real 
loud and listened. His wife, fixing supper out in the 
kitchen, listened. Other members of his family lis- 
tened in other rooms. 

"Sizzling rockets!" he yelled (in Martian). "This 
is great! I've invented something! You can listen 
while you're in a car and not drive into the canals! 
You can listen while you work! You won't have to 
look at pictures! I'll make millions!" 

Inocram had invented radio. 

Soon it began to catch on big, and the Gloomy Gus 
element among Martian TV broadcasters were pre- 
dicting the end of TV. Advertisers wanted daytime 
TV rates cut. because of Inocram's invention, and 



waved columns of figures to prove their point. Radio 
grew by leaps and bounds. Back and forth the battle 
raged, between sponsors and telecasters. 

Finally, a wise old Martian philosopher came down 
from his cave in the hills. He heard everybody argu- 
ing, heard the shouts that "television is dead!" 

Very quietly, the old philosopher took out his note- 
book and pencil. He went around town, ringing door- 
bells and talking to people. He talked to motorists, 
housewives, engineers, executives, everybody. Then, 
he went around to the biggest ad agency in town. 

The old philosopher cleared his throat loudly. 
Everyone turned to look at him. "I," he said, "have 
just made a survey. 

"And, I've discovered that there are lots of people 
who watch television and there are lots of people who 
listen to radio. As far as you gentlemen are con- 
cerned, you can probably advertise effectively in ei- 
ther. It all depends on what you sell, and how you 
want to sell it." 

The ad men read the old philosopher's figures, and 
promptly made him president of the agency. Then, 
everyone on Mars lived happily ever afterward. * * * 




radio doing in TV home 




Following months of mystery, studios are developing thick and 
fast showing a happier outlook for radio 



For the problem on earth, turn the page 
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CBS-XIH sliiclv bv Advertising Research Bureau reveals 1951 listening patt 
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Itadio-TY families have more radios in working order than radio-onhj families 



RADIO-ONLY FAMILIES 



RADIO-TV FAMILIES 



219 SETS PER 
100 FAMILIES 



353 SETS PER 
100 FAMILIES 
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MORE 



SOURCE: NBC-CBS radio networks, loint study. August 1951 
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Advertest, KNX, NBC-CBS research indicates 
growing strength of radio listening in TV home 



Some researeh sources 
on which article is based 

I. MiC-CRS Had hi ( Vp/ nor I; 
Surrey hy American Re- 
search Rnrean (1931 ) 

~. Advertcst Research TV 
rs. Radio Three-Year 
Comparisons (1951) 

:t. A. C. Melsen data (1951) 

t. Pulse, I nr., dala (1951 ) 

.">. K A V. Los Angeles, study 
(March- April 1951) 

ti. American Research lln- 
vean dala (1951 ) 

7. A /if,' Research Appendix 
(hased on ARR, Melsen, 
MIC dala, 1951 ) 

\\. \\ 117'. Louisville, study 
(June 1951 ) 



I'A'Cn after five furious 
years of television, the ra- 
dio-vs-TV arguments are still "Topic 
\" in advertising circles. Although the 
1952 advertising year is just around 
the bend, you'll still find shades of ad- 
\ertiser opinion that ranges today from 
'"Radio is dead" to "Radio was never 
Letter." 

Advertisers behave as they think, 
too. Main a sponsor has ranked his 
ad dollars out of radio to go into big- 
time TV. Other advertisers have wea- 
ried of TV's high costs and headaches 
and have gone back into radio. Still 
others are trying to work out a bal- 
anced radio-TV campaign for 1052 
that is realistic in terms of radio listen- 
ing in jicneral. and in TV homes par- 
ticula rly. 

What arc the real farts? Just where 
docs radio stand in TV homes? What's 
the onllook for 1052? 

\v\are thai these are questions dis- 



cussed heatedly in air-conditioned con- 
ference rooms and over thousands of 
lunches from Toots Shor's to Ciro's, 
sponsor has spent several exhausting 
weeks combing the latest available re- 
search and thinking on the subject. 

Here, for radio and video sponsors 
of all types, as well as those who rise 
both air media, is what sponsor found: 

To begin with, researchers point out 
that radio's circulation is like a huge 
pyramid, with the top of it reaching 
well into the rarified air of TV. At the 
base is the TV- free two-thirds of the 
nation's homes, the bulk of them satu- 
rated with radio. Further up. it s the 
extensive out-of-home listening done in 
cars, boats, hotels, restaurants and with 
portable radios, which represents an 
additional 25,000,000 radios both in 
and out of TV areas. At the top of the 
pyramid is radio in T\ areas today, 
and even here the radio-only homes are 
as numerous as the television homes. 
Put another way, the 15.500,000 TV- 
radio homes (NBC estimate for Janu- 
arj 1952) still represent only 56% of 
all radio homes in TV areas (about 
27.000,000 for January 1952 another 
NBC estimate). 
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owes have more secondary AM sets 

PER CENT OF FAMILIES HAVING SETS 
IN THE PLACES INDICATED 

■ RADIO-TV FAMILIES 
■ RADIO-ONLY FAMILIES 





JVINO ROOM 
RADIO 



BEDROOM 
RADIO 




■ Mm 



AUTO 
RADIO 



PORTABLE 
RADIO 



KITCHEN 
RADIO 



| 



OTHER 
RADIO 



URCE: NBC-CBS radio networks, joint study, August 1951 



Most listening in TV homes occurs in kitchen 

EVENING. 6PM-12 MIDNIGHT 



RADIO-ONLY FAMILIES 



RADIO-TV FAMILIES 



59.4% 



LIVING 
ROOM 



29.0% 



16.2 



15.5 




KITCHEN 



BED 
ROOM 

DINING 
ROOM 



AUTO 



ALL 
OTHER' 



37.4 



14.2 
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SOURCE: NBC-CBS radio networks, joint study, August 1951 
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No one denies radio's strength in 
TV-free areas, oul-of-horne. listening 
and in radio-only homes in TV areas. 
It's the combination radio-TV homes 
that have caused so much pro and con 
argument. So. let's look at the figures: 

(NOTE: Advertisers will do well to 
remember one basic fact, often over- 
looked ili discussions of radio vs. TV. 
when examining the following figures : 
There is practically no such thing as a 
TV-only home. TV homes are radio 
homes, and represent part of the radio 
audience. Also, TV homes — see the 
joint NBC-CBS study later in this re- 
port — have even more radios around 
than radio-only homes.) 

1* Looking at the radio-TV situa- 
tion nationally, and throwing in the 
daytime strength of radio (where it 
still has a commanding lead), radio's 
position becomes very clear. Between 
9:00 a.m. and midnight, nationally, an 
average of 77 f /o of the total broadcast 
audience (and this does not include the 
vast out-of-home listening) has lately 
been tuning in to radio. (SOURCE: A. 
C. Nielsen Company studies through- 
out 1951.) 

2. During the daylight hours in ra- 

31 DECEMBER 1951 



dio- l V homes, for an average quarter- 
hour between 10:00 a.m. and 6:00 
p.m., some 21.1% of these TV homes 
are tuned in to radio. That's about one 
in five of these combination homes, to 
which must be added the TV-free radio 
listening and radio-onh listening na- 
tionally. (SOURCE: A. C. Nielsen 
Company.) 

3. During TV's peak viewing hours 
of 7:00 p.m. to 11:30 p.m. radio Jis- 
tening does drop off. However, despite 
the improvements in TV programing 
and the greater selection offered view- 
ers, radio listening is steadily inching 
back against TV's toughest competition 
(see Advertest study, later in this re- 
port). Today, during these peak TV 
hours, about 10.2^ of all TV homes 
are listening to radio. In other words, 
during TV's best period, one in 10 TV 
homes still has one or more radio sets 
in use! (SOURCE: A. C. Nielsen Com- 
pany.) 

4. Does TV walk off with the other 
nine radio-TV homes during the peak 
of TV viewing? Definitely not. Take 
the case of the world's first TV market. 
Nevv York City and surrounding areas, 
as an example. There, between 12 noon 



and midnight in radio-TV homes dur- 
ing the average quarter-hour, about 
12A r ( of the radio sets are in use, 
which compares closely with the Niel- 
sen figure, although raised because of 
the longer (and earlier) period of time 
covered. For the same period, howev- 
er, only some 27.4^7 of the TV sets 
were in use in radio-TV homes. Mea- 
sure one figure against the other, and 
the answer is startlingly clear. At a 
time when TV is at its best in New 
York (noon to midnight), radio still 
walks off with about one-third of the 
total broadcast audience! (SOIRCE: 
Pube for N. Y.'s 21 counties, October 
1951.) 

5. Figures like these are home out 
in other strongly-T\ areas, where TV 
has bad an opportunity to lose com- 
pletely any 'novelty" value it may have 
bad. Take, for instance, Los Angeles 
the country's No. 2 video area. Of 
about 1.456.000 families as of Mav 
1951, over 99% have radios. In fact, 
there are so many radios in LA. that 
there are more car radio* (1.309.137) 
than TV sets, and auto listening is not 
calculated in the following figure. Ra- 
dio listening in L.A. video-equipped 
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They headed up joint 
\BC-CBS study 




Harper Carmine, Hlreelur of 
Hadia Heseureh. CHS. Joint survey 
was made in cooperation with the ARB 




Hiiffli Be villi-, Hirevtor of Kt»- 
seareh, ISItC. For charts from the study 
see the preceding pages of this article 



homes is slighllv more than two-thirds 
as much (68.6'/? ) as the listening 
done in all homes, during the peak 
viewing hours of 6:00 p.m. to mid- 
night. One station, KN\, gets over 
70% as much listening in TV homes 
as it does in all (i.e.. radio or radio- 
TV) homes. (SOURCF: K.NX sludv. 
March-April 1951.) 

6. Now. what about costs and deliv- 
ered audience? Let's look at the audi- 
ence figures first. According to Amer- 
ican Research Bureau program ratings 
expressed in projective terms, the av- 
erage half-hour evening (7:00 to 11 :00 
p.m.) program in network TV was 
pulling down a rating of 15.5 back in 
October of this year. \l the rale of 
2.9 listeners per set measured against 
the average number of families reached 
then f2.2-in.000) this gives a deliv- 
ered TV audience average of 6.519.- 
000 \iewers. In similar terms for ra- 
dio, using Nieben ratings, the older 



medium delivered an audience that was 
31.4% larger. The figures: with av- 
erage ratings of 9.9, reaching an av- 
erage of 4.138.000 radio and radio-T\ 
homes with 2.3 listeners per set, the 
a\erage sponsor reached 9,517.000 
people in December 1950. Since then, 
there has been a 10 f ( radio drop to 
October 1951. but the average half- 
hour sponsored evening radio show 
still reached some 8,565,000 people — 
31.4 r < more than average TV Show. 

7. Radio, therefore, is still deliver- 
ing considerably more people, even in 
home measurements. There are man), 
many more out-of-hoine radios than 
out-of-honie TV sets, and this radio 
audience must never be overlooked. 
Howe\er, even in home measurement, 
network radio is a better cost-per-M 
buy. Television's eost-per-thousand, 
assuming a 35-stalion TV network av- 
erage, for the average half-hour eve- 
ning show ran around $3.34-per-M. 
Network radio's Cost-per-M for the 
*anie period, figured similarly, is about 
S2.27. In other words, you reach fewer 
people at greater expense in TV. You 
reach more people for less in radio. 
(SOURCE: NBC Research Appendix. 
based on ARB. Nielsen, NBC facts. I 

8. Overlooked by some advertisers, 
too. is the fact that radio-listening in 
TV areas has nevertheless increased 
greatly during special time periods- 
during meal time and in the late hours. 
Take, for example. Greater Boston, 
which has 787.000 TV sets as of Octo- 



ber 1951. Comparing 1947 and 1951 
listening habits during the hour of 
6:00 to 7:00 p.m.. Pulse has found 
there are actually 33.2% more radio 
sets in use, Monday through Friday. 
Similarly, for the hour of 10:00 p.m. 
to 11:00 p.m., there are 26.7% more 
radio sets in use every weekday: and 
from 11:00 p.m. to i2:00 midnight, 
there are 125% more radio sets in 
use. In analyzing Pulse's survey, Craig 
Lawrence, of \\ COP, Boston, points 
out the advertiser gets two additional 
radio bonanzas in Boston: "First, there 
are 122.440 more radio homes today; 
and. secondly, in most hours the per- 
centage of tune-in has increased." 
(SOURCE: Pulse Inc.. study, using 
Boston data for September-October. 
1947, and the same months in 1951.) 

9. Still another point glossed over 
by some advertisers is the hard eco- 
nomic fact that TV set sales have been 
in a definite slump this past year, and 
that not as many consumers intend 
buying them in the immediate future 
as "blue-sk) " dealers have hopefully 
predicted. Consider a stud) made in 
June this year by Raymond A. Kem- 
per Associates for WAVE, Louisville. 

Kemper conducted personal inter- 
views in random sample of 3.500 ur- 
ban, town, and farm families within 
the 60-niiles-of-Louisville area. Radio 
reached 98% of these homes; news- 
papers 95%; TV, 37%. Or. another 
way of stating it: each week, adults in 
(Please turn to page 65) 
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TV owners estimate the future of radio in their homes 

Will continue to listen to radio Expect TV to supplant radio 



May 
1949 



Nov. 
1950 

Nov. 
1951 



47,7% 



52.3% 



61.3% 


- 

— — 


38.777] 


76.8% 





Analysis: As in a previous 1950 study by Advertest Research, television 
owners are becoming more aware that there is a need in their homes for both 
TV and radio. In 1949, one of every two respondents expected TV to sup- 
plant radio; in 1950 one out of every three expected TV to supplant radio; 
but in 1951, only one out of every four still felt that TV would replace radio. 



What eight national advertisers told SPONSOR 
about radio listening in television homes 



What do advertisers think 
of radio listening in TV 
homes? 

That's the question SPONSOR sought 
to answer in a late-December survey 
embracing firms ranging in size of ad- 
vertising expenditure from $200,000 to 
many millions annually. Products ad- 
vertised by these firms include a wide 
range of categories from wine to steel. 

SPONSOR conducted this survey as a 
supplement to the research facts and 
figures on radio listening which are 
presented in the article immediately 
proceeding this one (starts page 26). 

There was a recurring tendency to 
pit radio vs. TV in media decision, al- 
though the same tendency is far less 
prevalent in newspaper and magazine 
consideration. What each advertiser 
said varied with his sales problems. 
There were also sharp differences of 
opinion on how much TV had affected 
radio listening. Some ad men agreed 
with the ANA's assertion that radio 
listening in TV homes during the eve- 
ning can be chalked up as zero; many 
disagreed. 

Asked for comment on the radio re- 
search reported on (page 26). Lowell 
McElroy, ANA vice president in charge 
of media and research, had some ob- 



servations apparently aimed squarely 
at radio's top planners. 

"We are interested in this evidence 
that the radio industry is making 
a decided effort to appraise the me- 
dium more thoroughly both for itself 
and its buyers. We feel, however, that 
many projects of this kind can be 
made more acceptable and therefore 
more useful to buyers and sellers alike, 
when conducted under the auspices of 
the Advertising Research Foundation. 
The Foundation is the only instrumen- 
tality presently available through 
which advertisers and agencies can be 
given implicit assurance of the objec- 
tivity and sound technical standards of 
media research projects. 

"Another advantage of the Founda- 
tion's sponsorship is from the stand- 
point of the costs involved. When a 
study has ARF sponsorship, media 
salesmen do not need to convince cli- 
ents of its validity and can use all their 
time for constructive selling."' 

Interestingly, few of the ad men in- 
terviewed felt that they could rely com- 
pletely upon research for guidance in 
balancing their ratio and television ex- 
penditures. "This is a seat-of-the-pants 
situation," was the sentiment of many. 

In the statements from ad men which 



follow, names of the firm and its 
spokesman have been withheld only 
where necessary to comply with com- 
pany policy. 

■£ & £ 

The Toni Company, Don Nathanson, 
director advertising and public rela- 
tions. (Advertising budget: $12,000, 
000; approximately 50% to radio and 
TV; agencies: Foote, Cone & Belding; 
Tatham-Laird, Chicago.) 

"We find that daytime radio is do- 
ing very well, showing about the same 
impact that it had two years ago. We 
have no nighttime radio and so have 
no basis for comparing radio's impact 
in TV homes at night with what it was 
in past years. But the indications are 
that radio in the daytime continues 
strong and I've heard that business at 
some stations is so good that clients 
are accepting second-choice time slots 
in order to get a chance at time they 
prefer." 

U. S. Steel spokesman. (Advertising 
budget: estimated $1,250,000 for net- 
work radio annually; agency: BBDO.) 

"We are seeking to reach people 
throughout the country and therefore 
regard radio's mass coverage as all- 
important. Moreover, we find our rat- 
ings on Theatre Guild (NBC) going 
up this year. Our average is running 
ahead of last year's and this puts the 
(Please turn to page 73) 
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on opinion of radio's future, radio listening habits 



to programs preferred in TV homes 
lam type 

h 



■y 



(Popular) 



l 

\y 

(Classical) 
•hers less than 



May, 1949 

28.5% 
32.8% 
70.9% 
7.7% 
3.9% 
6.9% 
10.1% 
9.5% 
3.7% 
3.9% 
2.0% 



Nov., 1950 

60.4% 
4 7.4% 
7 7.2% 
7.2% 
8.2% 
6.4% 
9.8% 
4.5% 
5.3% 
2.7% 



Nov., 1951 

65.7% 
57.3% 
73.9?/ e 
73.3% 
70.6% 
7.7% 
6.9% 
5.5% 
3.3% 
2.2% 



Jl'SIS: Radio news continues to lead as the most listened to 
'< f radio program in these television homes. As in 1950 a 
E i shown over the previous year. The biggest single gain 
nurded by popular music, which increase from 41.4% in 
Stlo 57.3% in 1951. Mystery, too, shows a gain in (951. 



Changes in radio listening caused bi/ TV tit home 

(Time in hours) 



Age Group 


Radio Before 
Purchase of 
TV Set 


Pu 

May, 1949 


Radio After 
rchase of TV Set 
Nov., 1950 Nov., 1951 


Under 14 


2.9 


.8 


.6 


.3 "N 


75-29 


3.4 


7.7 


.8 


7.6 


30-44 


2.7 


7.0 


7.2 


.8 


45-59 


2.4 


7.0 


7.0 


7.2 


Over 60 


3.8 


7.7 


7.2 


7.4 


AVERAGE 


3.7 


7.0 


.9 


.9 


Under 14 


2.4 


7 


.5 


.6 


75-29 


3.2 


1.4 


7.9 


2.5 


30-44 


4.3 


1.7 


2.3 


2.3 


45-59 


4.5 


1.8 


7.5 


7.6 


Over 60 


3.9 


2.6 


7.7 


7.7 


AVERAGE 


3.8 


7.5 


7.5 


7.7 



male 



female 



How radio helped Seabn 

In four years, firm lias gone from zero to 42 million pom „ 




How Soubrook 
suit's hurt' orown 
uiit'r introduction 
of own brand 



SIvMtltOOK I'AIOIS' SALES STATISTICS 



Year ended 
28 February 



Gross Sales 



Salt** U'pnt ditivn fttr nn- ^ 

lirr frozrn jtttttl intiuntry W 

Yrtsr Stvlllrttnk ^ 

inl rtntlirrti tut n Itrnnil ' 



io 12 
i!it:i 
101 i 

10 10 
10 17 
10 18 
10 10 
1030 
1 05 I 
1052 



S 0,280,563 
0.220,781 
I 1.11 1,812 
13.010.359 
10.302,120 
I 1.770.1 10 
1 3.307, ft 10 
I 1.305.00 I 
10. 100.700 
17.100.071 



Retail Sales 



Retail Sai 
% of Total 



none 
mint? 

UOIH- 

none 
none 
none 
$ 3,000,000 
0,000,000 
0,000,000 
1 1,000,000 



_ 1 

none | 
none ;ji 
none 
none 
none 
none 
21% 
38% 1 
52 %1 
00% 
I00%< 



irt its own brand 

it foods sold under its own label. Radio, with 
•iht budget, gets major share of credit 
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Copy theme: Radio/TV copy stresses Seabrook'? sci- 
entific know-how, pushes different product monthly 



jrflfek Four years ago, the Sea- 
R^Mj brook Farms brand of frozen 
^H^^ foods was unknown to the 
nation's housewives. Today it ranks 
among the "Big Three" on the East 
Coast, along with Birds Eye and Snow 
Crop. From a standing start in 1948. 
Seabrook's retail sales have zoomed 
to an expected $11,000,000 in 1951. 

Just how has this marketing miracle 
been accomplished? The answer, in 
large measure, can be told in one word 
— radio. 

From the moment Seabrook Farms 
decided to convert from a supplier of 
frozen foods for other firms to a com- 
pany with its own brand, radio has had 
a major share of the advertising bud- 
get (some 50%). It has helped to 
force distribution — a knotty problem 
in the frozen-foods business because of 
the shortage of space in the freezer 
cabinets of America's grocers. In the 
past year. TV has entered the picture 
and is quickly proving its power in 
building distribution and sales. 

"Both media are doing an excellent 
job,'' says William M. Kline. Seahrook 
Director of Marketing. "In fact, next 
March when our fiscal year begins, we 
plan to extend our radio and TV ad- 
vertising all along the Eastern sea- 
board. We want to intensify brand re- 
membrance in the markets in our sales 
area — and we know how effective a 
job the air media can do in that re- 
spect." 

Back in 1948 w h e n Seabrook 
launched its brand, the southern New 
Jersey firm was already a major fro- 
zen-foods supplier. Its 50,000-acre 
"factory in the fields'" turned out as 
much as 70 million pounds of frozen 
foods annually — all grown and pack- 
aged at one place in an operation pub- 
licized widely for its modern efficien- 
cy. Why then did Seabrook, a family- 
concern which had remained profitable 
for two generations as a supplier, sud- 



denly decide to enter the hot and heavy- 
field of retail competition? 

The answer wraps up a lot of the 
recent history of American business. 
For Seabrook, like many another 
"manufacturer" before it, simply de- 
cided that in order to insure having a 
profitable outlet for its product, it had 
to build its own channels of distribu- 
tion. Seabrook was following in the 
footsteps of industrial firms. large and 
small, which have discovered that there 
are important advantages in having 
your own hrand. 

This basic business truth had been 
dawning on C. F. Seabrook. founder 
and president of the company for many 
years. But it was not until the postwar 
year of 1947 that market conditions 
spurred him to action. As C. F. Sea- 
brook recalls. "1947 was a bad year 
for the entire frozen foods business. 
Sales took a nosedive because some 
packers put out inferior products. 
Ever) body had to suffer the conse- 
sequences. We decided right then that 
the only way we could control and sta- 
bilize our business was to bring out 
our own brand. ' 

To take on the additional sales oper- 
ation, the Seabrook father-and-three- 
sons management group had few re- 
conversion problems within the plant 
itself. They were already set up to do 
packaging — for others. The big job 
was to devise an aggressive marketing 
and advertising plan. 

Seabrook chose the Peter Hilton 
Agency (now Hilton & Riggio) because 
they felt it was not too hig to value 
their account and large enough to 
have considerable marketing knowhow. 
Moreover, the agency bad within it ke) 
men with all-important frozen-foods 
sales experience. Peter Hilton had 
heen a vice president at the Maxon 
agency working on the Snow Crop ac- 
count, and Bill Kline had been market 
analyst for General Foods. Kline be- 



came Seabrook account executive 
where his finger-tip knowledge of the 
frozen food field proved invaluable un- 
til in 1949 the Seabrook family brought 
him into the company to head up mar- 
keting and advertising. Today Louis 
J. Riggio, who joined Hilton as a part- 
ner in 1950. heads the Seabrook ac- 
count. 

The budget Bill Kline bad to work 
with as account executive and subse- 
quently as advertising chief, was small. 
The Seabrooks gave him but $250,000 
the first year and each year since 
(though the budget is due to go up 
to $300,000 next year). The Seabrooks 
believe that their powerful sales story, 
linked to the drama of a "factory in 
the fields" which freezes its own prod- 
uce, achieves hetter results than would 
otherwise be possible with so limited 
a budget. 

Bill Kline's problem was to bring 
this strong product story before as 
many housewives as he could within 
the limits of his appropriation. He 
chose newspapers for daily reminder 
purposes, particularly in big cities. But 
the real job of building the Seabrook 
name went to radio. Says Bill Kline: 

"We consider radio our primary me- 
dium. It enables us to reach a lot of 
people in areas not covered intenshely 
by newspapers. From North Carolina 
to Florida we use radio exclusively. In 
areas where we have newspaper cover- 
age, we find radio and TV intensify 
brand remembrance."* 

Seabrook s prime problems back in 
1948 were that "nobody knew us and 
we didn't have 'big money'," says 
Kline. Every advertising dollar had to 
pay off double — (1) to get the house- 
wife acquainted with the Seabrook 
brand and ask for it at her grocer's: 
(2) to make grocers aware of Seabrook 
and carry the line. 

This was Kline's radio strategy. 
(Please turn to page 60) 
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It 

happens 




Evcrv clav is a new adven- 
ture in clicnt-ag'eiicy 
relations as TV commer- 
cials enter the picture 



Many a maddening crisis rears 
it? thorny head as the ad- 
vertising agency ereative staff 
tries to demonstrate to the spon- 
sor the virtues of a potential TV 
commercial. While the agency 
man waxes lyrical, the eost-con- 
scious advertiser glumly consid- 
ers the hard-cash aspects of the 
situation. These four wrv. be- 
hind-the-scenes vignettes were 
drawn by Herbert Gunter. 29. 
who writer, Mipervi^e* T\ com- 
mercials at Ted Hate- agency. 




'Three thousand five hundred dollars for a chainbreak! Can't it run a little slows 



e o 




Storyboard Conference: "That's the chainbreak only, wait till you see the mine 




II 



Does 

controversy 
make sales? 



Yes: slabbers drawing "Dear Sir. 

Yon enrl" letters evoke Iii*>'li interest 



/ -AND, AS THAT LAST SHOT STJLL 
( RINGS IN OUR EARS, WE CONCLUDE 
> THIS DISCUSSION ON "WORLD PEACE". 
IT'S BEEN 'TOWN MEETING TONIGHT/' 
in DOGPATCH ff 




BEPKTNTED BY sPF.CIAL PEKMIKSIOX OF .VI. CAPP 
Hotly opinionated air debate arouses keen audience response 



^ESEfft Suppose Ml*- Fulton Lew- 
ISSSIi is. Jr.. take; a sharp slap 
at the \dniinistrations foreign policy. 

Suppose ABC's Martin \gronskv 
-ugge-t? to hi> air audience includ- 
ing all of the deep South — that cotton 
he removed from the lirt of price-sup- 
ported commodities 

And suppose Flmer Davis, also 
\BC. takes a firm stand favoring Pres- 
ident Truman and Wasting General 
Mac Arthur. 

Ml of these controversial opinions 
are hound to stir the rage of count- 
less thousands of listener-. Hut what 
happens to the sponsor? 

Can the commercials on the pro- 
grams of these commentators sell 
Hoods? Or docs the sponsor invaria- 
1>1\ lo«c out. because a larse. irate 



portion of the audience identifies him 
with the views expressed on the show 

and vents its indignation h\ boycot- 
ting his product? 

For the answers, vou have to take 
an objective look at the past sales 
records piled up by commentators who 
draw the "Dear sir. \ ou cur!" tvpe 
of letters. 

( 1 here are. of course, other contro- 
versial air figures he-ides those men- 
tioned here. \ random handful would 
include \\ alter \\ inchell. Jimmv Fid- 
dler. Henry J, Taylor. Louella Parsons. 
Hedda Hopper, the \. F. of L.'s Frank 
F.dwards. J. Raymond Walsh, i 

\ sponsor survey of commentators 
who make it their business to stir tem- 
pests in the opinion teapot reveals that 
controversv can sell for even conceiv- 



able tvpe of advertiser. The study also 
indicates, though, that the advertiser 
should exercise sensible caution when 
selecting his opinion program. For. 
once the sponsor begins treading into 
controversy, he also enters the sensi- 
tive, thorn-ridden realm of business 
public relations. In a nut shell, spon- 
sor learned, an advertiser should be 
concerned with these key points when 
he considers buying controversv ; 

• He should be prepared to receive 
a certain amount of dissenting mail — 
and accept it gracefully, rather than 
dropping the commentator in disgust. 
Debate, after all. is the spice of con- 
troversy, and controversy is what 
builds the audience interest of the 
commentator. 

A good example of a perceptive 



Hon - nou euu best exploit I >l, T\ controversy shows to sell i/oiir products 



Q Since a controversial commentator on the order of 
Drew Pearson, Walter Winchell, Barry Cray, is usually 
in the public eye, use merchandising tie-ins to bring the 
figure and your product together locally. Employ 24- 
sheets, display advertising, direct mail pieces to hypo 
public, sales staff interest. 

Q Capitalize on a current aired controversy by publi- 
cizing debate in newspapers, magazines, items in the 
columns. Sponsor benefits by publicity mention of the 
name of his show 



Q When your commentator makes public appearances, 
lecture tours, time his traveling to coincide with an in- 
tensive local campaign. Have the commentator address 
your sales staff in whatever community he happens to be 
visiting on itinerary. 

Q Many of the national commentators on the order of 
Pauline Frederick will consent to cut transcribed open- 
ing identifications for their local co-op sponsors. This 
device provides listeners with intimate feeling of rapport 
with celebrity. 



sponsor is the Empire Tire Company, 
of Billings, Montana, which sponsors 
Fulton Lewis on KBMY, Billings; 
KPOW, Powell, Wyo.; and KSPR, 
Casper, Wyo. Not long ago, it printed 
an ad in the Billings Gazelle, which 
reproduced this acerbic letter: 

"Sir: Fulton Lewis, besides being a 
complete reactionary, is a distorter, a 
falsifier, and a smearer ... a contemp- 
tible individual. I think anyone, not 
completely gullible, who'd sponsor him 
is as un-American as he. I prefer to 
patronize firms that believe in fair 
play. Yours obviously doesn't — 
couldn't." 

Said Empire Tire's ad in rebuttal: 

"A fearless and able commentator 
— who calls his shots when he sees 
them — is bound to stir up controversy 
and strong feelings. . . . It's an old 
American custom and freedom to speak 
out against what we don't like. The 
writer of the above letter has just as 
much freedom to feel and write as he 
does as Fulton Lewis, Jr. We feel, 
too, that the more views that are pre- 
sented on any issue, the better the 
chance the people will have of reach- 
ing the right conclusions. . . . Do you 
agree or disagree? We would like to 
hear from you!" 

In a later ad, Empire Tire pointed 
out it had received 251 letters and 779 
phone calls, of which only 5% dis- 
approved of the sponsorship. "The 
Empire Tire Company will continue to 
sponsor Fulton Lewis, Jr.," the ad con- 
cluded. "We hope you will enjoy our 
program." 

• The sponsor should keep in mind 
that for every critical letter his com- 
mentator receives, the chances are he'll 
receive an equal number of commen- 
datory ones. Implicit in this attitude 
is the viewpoint common in journalis- 
tic circles, "I don't care what you say 
(Please turn lo page 70) 



Controversy shows sell 
for nil types of sponsors 



ABC's Martin Agronsky (top), 
MBS 1 Fulton Lewis, Jr. (center), 
ABC's Drew Pearson, and Paul- 
ine Frederick (bottom), sell va- 
riety of goods ranging from 
autos, department store gar- 
ments, refrigeration units, serv- 
ice stations, to bank services, 
for hundreds of pleased sponsors 
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RADIO: THIS OCTOBER, SINGER MADE RADIO DEBUT WITH DISK JOCKEYS (WMGM 



Singer's first 100 years were air-le 



f 



SINGER bring, 



s you. 




WiC TV 

TUE 4:45 to 5:00 PM 



After 100 years of adver- 
tising in such media as 
Hindu loin cloths, colored picture 
cards, paper fans, tape measures, song 
hooks, slick magazines, and newspa- 
pers, the Singer Sewing Machine Com- 
pany has finally taken a first fling into 
radio and TV. 

By ordinal*) sponsors" standards, a 
century may seem a long time to wait 
before venturing into new media. But 
Singer, after all. is an old, conservative 
firm, and it treads with stalely caution. 
What's more, like many other manu- 
facturers that sell expensive hard 
foods, Singer has tended to regard the 
air medium with sniffing suspicion. 
"Radio and TV ma\ he all right for 



the soaps and cigarettes," this dowager 
queen of the sewing machines has ap- 
parently believed. "But how can you 
expect it to sell sewing machines worth 
$89.50 and $117.50?"' 

Many other hard-goods dealers feel 
the same way. although radio and TV 
have sold over and over again count- 
less thousands of dollars worth of hard 
goods. 

Suddenly this September, Singer, the 
world s most widely distributed prod- 
uct, had a change of heart about air 
advertising. Its advertising director, 
Harold IT. Morton (via Young & Ru- 
licam. New York), started sponsor- 
ship of a once-a-week. 15-miuute seg- 
ment of the hole Smith Hour, telecast 



For songs, .smiles, soiling nctus- 
tunc in every week ! 



i 



I I I I VISIOV 

$400,000 participati on !n "Kate 
Smith Hour" was heralded via mer- 
chandising to Singer Centers 





IN CLEVELAND, DETROIT; PLANS CHICAGO 

the TV-radio test is 
ith $500,000 budget 
i*ing happy dealer response 



over 61 stations of NBC-TV. 

A month later, it followed through 
with participations in four disk jockey 
shows on WMGM, New York City. Its 
one-minute messages were heard on 
the daytime platter-spinner shows, Ted 
Busing's Bandstand, The Ted Brown 
Show. Ken Roberts' Tops in Pops, and 
The Hal Tunis Show. 

Branching out further, this Decem- 
ber it started sponsoring participations 
on daytime radio shows in Cleveland 
and Detroit. On WERE. Cleveland, it 
uses The Bill Randle Show and various 
d.j.'s. On WjBK, Detroit, it uses Jack 
the Bellboy and the Gentile and Binge 
Show. At SPONSOR'S presstinie, Singer 
was also talking over plans for mov- 



ing into Chicago spot radio. 

Advertising Director Harold Horton 
and his Advertising Manager G. L. 
Aeucomb. Jr., have reason to he 
pleased with their air baptism. Despite 
I he brev ity of the company's debut on 
the air, sponsor surveyed the Singer 
Sewing Machine Centers in Manhattan 
and came up with these typical re- 
sponses : 

Jeannette Arnold, of the Singer 
Sales and Service Center. 163 W. 72nd 
St.: "We have at least two to three 
customers a day coming in to inquire 
about Singer machines because of the 
commercials. Radio seems to have 
drawn more inquiries than TV. We've 
sold at least 15 sewing machines to 
people who've mentioned first hearing 
about them on radio." 

G. S. Thompson, district sales man- 
ager. Singer Center, 151 E. 14th St.: 
"The response to both radio and TV 
commercials has been excellent. Peo- 
ple come in mentioning the demonstra- 
tion they saw on the Kate Smith show. 
Or else they ask about 'those $89.50 
and $117.50 Singers we heard about 
on WMGM.' We haven't sold a ma- 
chine to all who've asked about them, 
but I do know it has resulted in several 
sales. 

Louise Fleet, saleslady, Singer Cen- 
ter, 226 E. 86th St.: "I've been amazed 
at the number of customers who men- 
tion our radio and TV commercials. 
Both media seem equally effective. 
They've asked about the notions and 
Singer fashion aids they've heard on 
the air. or else ask to see Singer ma- 
chines as prospective Christmas gifts. 
It has resulted in many sales, but I 
can't tell you exactly how many. My 
own opinion is that radio and TV have 
added extra glamour to our products." 

Proof of radio and TV's selling im- 
pact has long been discovered by oth- 
er sewing machine distributors. Here 
are but three typical selling results: 

State Sewing Center of Alabama re- 
cently ventured a three-announcement- 
per-day campaign on WOOF, Dothan, 
Ala. In three weeks, the sponsor had 
so many leads, it switched to a 15- 
ininute segment of Hillbilly Hit Pa- 
rade. In less than 60 days, spending 
$156. State reaped a $5,330 sales gross 
(Please turn to page 68) 




founder Isaac 
Singer's hard- 
sell strategy 
lives on in firm's 
present campaigns 



Isaac Singer, founder of Singer Sewing 
Mac hine Company in 1850, was son of 
poor German immigrant parents. An ex- 
actor in a Shakespearean troupe, he 
used to demonstrate early sewing ma- 
chines personally at county fairs. He 
believed advertising should demonstrate 
faetual virtues of product; not merely 
repeat name. This philosophy has been 
sustained by Harold II. Horton, who 
joined Singer advertising department 26 
years ago, is now advertising director. 
Born in New York City, Horton gradu- 
ated from Fordham University, was once 
with International Silver. He has home 
in Westchester County, New York, is 
fond of bowling as a pastime sport. 



Harold II. 
Horton, adver- 
tising director, 
continues high 
standards 




Global Singer distribution extends from Bel- 
gian Congo to Arctic Circle. Firm even ad- 
vertised via trademarked loin cloths in Bombay 
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Te || 'em ond Sell 'em with WORLD 

LOCAL PERSONALITY 
SHOWS 

Sure winners with locol oodiences 
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Tell 'em ond Sell 'em with WORLD 

COMMERCIAL JINGLES 

Especially designed for . . . 

FURNITURE STORES BAKING COMP4 

FARM PRODUCTS APPUANCE DE ' 

JEWEIERS FOOD STORES f 

CREDIT ClOTHIERS LAUNDRIES 

FURRIERS BEAUTY PRODtJ 

DRY CIEANERS IOAN COMPA»J 

SAVINGS BANKS WOMEN'S At 

FOOD PRODUCTS USED CAR DE 
. . . and many, many more . . , The A4oir Complete vor* 

sified Singles for every purpose ovailoble onywhere. 
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Tell a** Sell - uCTl0 N 

SIGNATURES A» " 

Specie, ^e f loU ceo,** ^ 

VOCAV NEWS «J nMEN'S SERVICE 

basketbavv K&ood news 

KIDDIES' SHOWS HO TY TlW E 

y/ORVD NEWS HOMEMAKING 

BIRTHDAYS HOMfc 

FOOTBM roor e ^ — ' n ^ _ 

on d mony more i^^^M^T* 



because World fulfills 
the entire range of your requirements and gives you its 
"know how" for top quality programming and diversified 
advertising ideas that boom sales for you and your spon- 
sors, too. Don't dribble, away dollars to a dozen suppliers! 
Get everything you need from a single service — World! 



10CAI 

~~ ~ because World's array of headline stars 

and sure-fire features enables you to produce saleable 
shows of network caliber right in your own studios, take 
advantage of your popular local personalities. 

▼ for you because quality and quantity 

combine to build irresistible appeal for advertisers and 
audiences, alike. With the backing of World's power- 
packed portfolio of selling aids, you can cash in on higher 
ratings, enjoy easier sales, more renewals and long-term 
contracts. It's an unbeatable formula for profitable opera- 
tion. Follow the lead of 857 other World-Affiliate stations! 



Let ONE Service Da The WHOLE Jab At LESS Cost 





CINCINNATI 



Month After Month Aftm Month — The New Ideas 
For Vital Ifflcp-i Sales Ate Coming From World. 
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Chorus of 100,000... 

with JIM BOYS EN at the mighty Cash Register 



To over 800 independent grocers in the 
Minneapolis-St. Paul Market who spon- 
sor Jim Boysen's afternoon radio show 
on WTCN — there is no music so sweet 
as the hundred thousand pairs of feet 
that walked into their stores in recent 
months - to register in person for a 
prize! Jim Boysen, on his Carnival of 
Foods program, told them to! 

Before Thanksgiving Jim's pet turkey 
required a name. In one week 2205 



people tried to win one of five turkeys 
offered for the best name! 

He also has a program, "At Home with 
Boysen", on week days — 6 to 7 a.m. 
The Boysen kids — obviously unre- 
hearsed — help Jim and Mrs. 

Tops in uncalculating selling! Several 
mornings currently open for sponsor- 
ship. More about it from our repre- 
sentatives? 



///<•> l.iu-ic his hell. 



Notional R.prci.ntallvQi 
FREE AND PETERS 




his roice: and so the friendship of a voice uith many people teas formed" 1 
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Issued every six months 



Advertising Agencies 

How good is your account executive? 13 Aug, p. 36 

Why so many sponsors are changing agencies 27 Aug. p. 28 

Frank Delano, Foote, Cone & Belding, profile 8 Oct. p. 60 

Elizabeth Black, Joseph Katz Co., profile. 22 Oct. p. 56 

Lawrence Valenstein, Grey Advertising profile.. 5 Nov. p. 54 

Timehtiyers are agency's forgotten men. 19 Nov. p. 34 

James M. Cecil, Cecil & Prcsbrey, profile . 19 Nov. p. 58 

A day in the life of an account executive. 3 Dec. p. 27 

Barry Ryan, Rnthrauff & Ryan, profile . 3 Dec. p. 58 

Ray Vir Den, Lennen & Mitchell, profile. 17 Dec. p. 54 

Milton Biow, Biow Company, profile .. 31 Dec. p. 56 

Automotive fiiiil Lubricttnts 

Auto firms on the air, forecast 16 July p. 33 

Shell Oil, Atlantic Refining air strategies.. 16 July p. 34 

Conoco strikes oil with spot radio and TV.. 13 Aug. p. 28 

WMAY d.j. sells used cars via new approach 13 Aug. p. 55 

Brian Rootes, Rootes Motors, profile... — 27 Aug. p. 18 

WHIO-TV swap shop triples tire recap business 27 Aug. p. 32 

Auto-Lite spends $1,500,000 on AM/TV mysteries 8 Oct. p. 40 
H. M. Warren, National Carbon Co. (Prestone 

anti-freezc), profile 22 Oct. p. 22 

Rayco (auto seat covers) profits by air errors .. .. 19 Nov. p. 36 

Forum: How can new car dealers best use air?.. . 19 Nov. p. 50 

Goodyear Tire sponsors biblical drama on TV 17 Dec. p. 24 

Broatlcast Advertising Problems and 
Developments 

Radio stations assert strength of AM 2 July p. 17 

"Radio weak in selling itself": Kobak ... ....... 2 July p. 26 

Outlook for advertisers in network radio 16 July p. 44 

Network radio circulation facts and figures 16 July p. 44 

What does network radio cost? ... 16 July p. 50 

Trend toward flexibility in net radio.. 16 July p. 55 

Spot radio: facts and figures 16 July p. 65 

FM radio: fall 1951 outlook 16 July p. 95 

Transit Radio: fall 1951 outlook . 16 July p. 96 

Storecasting yields satisfied sponsors . 16 July p. 100 

Regional networks prosper 16 July p. 105 

Forum: How can radio better sell itself? 16 July p. 176 

New broadcast codes and censorship _ 16 July p. 187 

California broadcasters make radio sales pitch 30 July p. 18 

New low cost of network radio - 30 July p. 21 

Stuart Chase's 1928 prophecy on radio 30 July p. 32 

Broadcast sales group stresses flexibility _.. 13 Aug. p. 20 

Why radio will thrive in a TV era 10 Sept. p. 25 

Why sponsors are returning to radio ... 24 Sept. p. 27 

Are networks encroaching on spot radio?.. 24 Sept. p. 34 

SCBA presents case for California radio . 24 Sept. p. 40 

The truth about Red Channels: I 8 Oct. p. 27 

Tape recorder is revolutionizing AM programing 8 Oct. p. 32 

The truth about Red Channels: II 22 Oct. p. 30 

NBC's new radio plan 22 Oct. p. 32 

Today's AM-TV clinics do real job . 22 Oct. p. 35 

How to keep Reds off the air — sanely: III 5 Nov. p. 32 

How many NBC milestones can you remember? 19 Nov. p. 38 

Radio networks are being reborn 3 Dec. p. 38 

Let your salesmen in on your advertising .. 17 Dec. p. 27 

New network merchandising era 17 Dec. p. 32 

Do cigarette claims hurt all air advertising? 17 Dec. p. 34 

Clothing 

Samuel Sennet, Howard Clothes Corp., profile 19 Nov. p. 16 
Forum: Can men's apparel be sold effectively on 
radio and TV? 



Codes cute! Censorship 

Government censorship possibility: NBC code.. 

Be careful on the air; radio censorship: I 

TV introduces new censorship anxieties: II 

The truth about Red Channels: I 
The truth about Red Channels: II . 
New TV code proposed by NARTB ... 
How to keep Reds off the air — sanely: III . 
Do cigarette claims hurt all air advertising? 



Com mereittls ttntl Sales Aids 

Sehwerin pre-tests radio/TV commercials 2 July p. 28 

Fall 1951 trends in radio/TV commercials 16 July p. 12 

Singing commercials have potent sales punch 16 July p. 85 

Petry device previews TV shows, pitches 30 July p. 15 

Transfilm briefs admen on film commercials: I 13 Aug. p. 34 

Forum: Do '"best-liked" commercials sell best? 13 Aug. p. 48 

Transfilm gives lowdown on film commercials: II 10 Sept. p. 39 

How to be a dud at writing radio commercials 8 Oct. p. 38 

The jingle that built Carolina Rice 22 Oct. p. 40 

So you think you own your own jingle? 5 Nov. p. 35 

How to blend lihn-eornmercial techniques 19 Nov. p. 40 

Do viewers remember your TV commercial? 3 Dec. p. 32 

Station breaks pack punch in few seconds 3 Dec. p. 10 

Confections and Soft Drinks 

Coca-Cola, Canada Dry air strategies 16 July p. 34 

Mars top user of air media among candy firms 16 July p. 37 

11. W. Guppy, Planters Nut & Choc. Co. profile 30 July p. 16 

Cliquot Club sold by TV ventriloquist, dummy. 8 Oct. p. 56 

How kid TV show sold Coca-Cola ... .. . 19 Nov. p. 24 

Contests find Offers 

Trends in contests and premium offers 16 July p. 169 

How sponsors profit with premiums: 1 13 Aug. p. 32 

Sponsors cash in on kid premiums: II 27 Aug. p. 28 

How to run a premium promotion: 111 10 Sept. p. 34 

Flamingo premium offer reaps record returns . . 17 Dec. p. 50 

Beer sponsor profits from '"Disk Jockey Contest" 31 Dec. p. 54 

Drugs and Cosmetics 

How drug firms are using the air 16 July p. 33 

Tintair, Hazel Bishop rose with use of radio/TV 16Julv p. 36 

Chap Stick wins male trade via spot radio 30 July p. 24 

J. Sanford Rose, Rhodes Pharinacal, profile 13 Aug. p. 18 

Vick Chemical uses Canadian radio. 27 Aug. d. 53 

Elmer H. Bobst, Warner-Hudnut, profile .. 8 Oct. p. 22 

Frank Clancy, Miles California Co., profile 5 Nov. p. 20 

Rybutol zooms to No. 1 vitamin spot via air 19 Nov. p. 30 

Jack S. Hewitt. Anahist Co., profile 3 Dec. p. 20 

Serutan climbed to top with radio/TV 17 Dec. p. 30 

Farm Hadio 

Big response to WOW-promoted farm study tour 2 July p. 43 

Oyster Shell uses spot radio to reach farmers. ... 3 Dec. p. 30 

WGY celebrates 25 years of farm airers 3 Dec. p. 52 

Food and Beverages 

M. H. Robinson, Monarch Wine Co., profile. 2 July p. 16 

Ruppert, Pabst, Piel's lean on radio/TV 16 July p. 3S 

Mueller's, National Biscuit air strategies 16 July p. 35 

Continental, Quality Bakers find radio/TV works 16 July p. 36 

Carnation, Borden put radio/TV to work 16 July p. 37 

Nedicks revives sales with spot radio 27 Aug. p. 26 

Radio/TV help Ruppert from red ink to black 27 Aug. p. 32 

Kellogg Co. uses Canadian radio 27 Aug. p. 63 

Barbara Collyer, Welch Grape Juice Co., profile 10 Sept. p. 20 

Quaker Oats resumes AM schedule, continues TV 24 Sept. p. 30 

Carolina Rice builds radio campaign on jingle.. 22 Oct. p. 40 

K. J. Forbes, Bovril of America, profile 17 Dec. p. 20 

Flamingo offers premium, reaps record returns . 17 Dec. p. 50 

11. E. Picard, San Francisco Brewing Corp., profile 31 Dec. p. 12 

Seabrook switches to own frozen food brand 31 Dec. p. 30 



Foreign Radio 









U. S. advertisers hit pay dirt in Alaska.. 


2 July 


P- 


17 


16Julv 


P- 


187 


How to sell foreign language market 


16 July 


P- 


102 


10 Sept. 


P- 


30 


Radio advertising outside U. S. 


16 July 


P- 


104 


24 Sept. 


P- 


36 


Alert advertisers slant pitch to foreign groups 


27 Aug. 


P- 


20 


8 Oct. 


P- 


27 


Canada: the market 


27 Aug. 


P- 


38 


22 Oct. 


P- 


30 


Canada: radio facts and figures 


27 Aug. 


P- 


40 


5 Nov. 


P- 


27 


Canada: tips to radio advertisers 


27 Aug. 


P- 


48 


5 Nov. 


P- 


32 


Canada: how successful air advertisers operate 


27 Aug. 


p. 


52 


17 Dec. 


P- 


34 


Forum : What Canada air offers U. S. sponsors 


27 Aug. 


P- 


56 
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insurance «iirf Finance 

i radio 



Wellington Hind gels new investor; 
Bank- tan do better on radio/T\ 
Radio ups sale- lOO^c for insurance 



fir 



Jlnil Order and Per Inquiry 

Mail order strong on AM, weaker on TV 
Per inquiry deals being discouraged 
Kayex Nile Glasses win with radio mail order 

}le rch audi sin q 

Merchandising aid offered by nets, stations 
Big-cit) station.- swing to merchandising 
"Radio Dollars" lnerchandising-pioinium plan 
Kybntol uses high-pressure merchandising 
Networks oiler new merchandising benefits 
Forum: If the radio networks go in for merchan- 
dising, what scnices would most benefit ad- 
vertisers ? 

Miscellaneous Producls and St 

Harold L. Schafer, Gold Seal Co., profile 
Why sporting goods neglect the air 
Mausoleum sells crypts via radio 

Konson uses Canadian radio 

Reynolds .Metals makes friends on local level . 
G. V Cougblan, G. \. Coughlan Co., profile 
Hudson Pulp & Paper buys bark into spot .AM 
Radio turned tide for Ha> ex Nile (Masses 
Loiigines-Wittnauer dignified programing sells 
Why Cannon Mills turned to radio and T\ 
Oyster Shell feed firm thrives on spot A.M 
Singer Sewing Machines" happy radio/TV trial 

Vroura in i n </_, He n era I 

Morning men prove sponsor bonanza 
Forum : How will net radio programing change? 

Programing trends in network radio 

Spot radio programing trends . 
Network co-op programs pick up billings 
More sponsors using transcribed syndicated shows 
Mu-ic libraries offer low-cost programs 
\ ftcr-midnight radio yields sales successes . . 
Canadian radio programing 
Science fiction hot bet on radio/T\ 
Who is to blame for stereotyped programing? 
lee Follies uses radio one-shots effectively 
'Ah transcribed comedy series attracts sponsors 
Forum: Will "live" radio decline to be replaced 

by more transcribed shows? 
Mysteries on AM and T\ pay off for Mito-Lite 
1 low to remake an AM drama for T\ 
Political one-shot pays olf for W1P sponsor 
Dignified musical programing sells for Longines 
Why blame the program director? 
Does controversy spur sales? 

Radio h> pilosis proves sales-winning stunt on KYA 

P r oq rami nq, T e I e vision 

Trends in spot T\ programing 
Network T\ co-op shows gain sponsors 
Program trends in network T\ 
Mternate week T\ programing 
IA film programing, trends, firms 
\ iewer gripes are tip-off to better TV programs 
First daytime T\ soap opera put on film 
S'ienec fiction rockets to iadio/T\ popularity 
I \ disk ioekev packs potent sales punch 
Davtbne T\ program preferences 
"Suspense'' on T\ and \ M pays off for \uto Lite 
1 low "Mi. District Mtornoy" was remade for T\ 
Forum: Programing niiisie effect ivelv on T\ 



Bell Teb-phoiH 

How electric companies i 
l.leetrie, gas utilities like 



Public I lilities 

regional funis use spot \M/T\ 



l|s(< 

se air nationally: I 
'pot radio/ I'\ : 11 

Iteseareh 



^eliwi-iiu picii'-|s programs and commercials 
New \|{|!l finding- on new-paper vs. radio 
Radio lia-ic-: a i harled compendium of sialisti- 

i al information about radio, its audience, pro- 

(•ram-, ' os|s. billings 
Radio and l\ lescareh trends, organizations 
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Basic lesearch techniques and weakness, chart. 

Radio vs. TV in Tulsa _ 

Market tests help chart sales expectancy 

Out-of-hoine listening evidence grows 

Forum: Should radio/TV ratings be expressed in 

number of homes reached? 

Radio listening in .Midwest: spring 1951 

Bigger and better BMB-type study on way 

CBS-NBC study measures individual listening 

How B\B will serve sponsors in 1952 

New BAB station sales tool . 
How is radio doing in TV homes? 

Retail 

Department stores test radio vs. newspapers 
Spot radio pours customers into Nedieks stores 

Furniture stores on the air 

llow radio can sell retailers better: Joe Ward.. 
Fxciting radio pitches build supermarket traffic 
Forum: Can men's apparel be sold effectively on 
radio and TV? . ..... 

Soaps, Clettnsers, Toilet Goods 

Air media get much of Ilinso, Bab-0 budgets 

Lever Bros, uses Canadian radio 

Procter & Gamble uses Canadian radio . . . 
Bab-0 bounces back with new air approach 
Bristol-Myers remakes ".Mr. D.A." for TV 

Sports 

TV and sports: many hurdles to clear ... 

Grocery chain courts men with sports show 

Forum: Will promoters curtail sports sponsorship 

because of TV's effect on the boxoffice? 

Sports sponsorship developments in Fall, 1951.. 

Television 

T\ Dictionary/Handbook, D-L 

Spot TV: rates, costs, availabilities, who uses. 

Network TV: circulation, costs, availabilities, pro- 
gram trends, leading clients, agencies 

Kinescope recording trends ... 

Theatre and subscriber TV, forecast 

How to eut TV program, commercial costs 

TV union problems ._ 

T\ Dictionary/Handbook, L-R 

Network vs. spot T\ for filmed shows 

TV Dictionary/Handbook, R-Z 

Forum: llow can low-budget advertiser use T\ ? 

More rural families own T\ sets 

What TV viewers gripe about 

What TV has learned about economy 

Don't lose out on daytime T\ 

Do viewers remember your T\ commercial?... 

Forum: How soon will morning TV become im- 
portant to national and regional sponsors? 

T\ commercials: Four cartoons 

Tiiiicbiii/iiif/ 

Farly morning hours good bet for sponsors 

What does network radio cost? 

Spot radio time rates 

Trends in spot timebuying 
Tips on fall 1951 timebuying 
Network radio becomes good buy 
\ ftcr-midnight radio: low-priced effective 
What's your TV choice: net or spot? 
TV for the low-budget advertiser ... 
Don't lose out on daytime T\ 
"Flowchart" simplifies air buying 
Timebuyers: underpaid, underplayed, overworked 
\re you overlooking station breaks? 
Weed cost breakdown case*; spot T\ buying 
Forum: How soon will morning T\ become im- 
portant to sponsors? 

Tobacco 

How cigarette firms use the air 
Do cigarette claims hurt all air advertising? 

I 1 rmi se riptio n s 

Transcribed program*, use of, costs, popularity.. 

W bat Binary services offer 

Ziv comedy serie* attracts many, sponsors 
Forum: Will transcribed shows replace live? 
Tape recorder is revolutionizing \M programing 
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SPONSOR 



Now Tour Advertising Dollar Buys More 

for The Murket Is Greuter 

The Listening Audience Is Lurger 





is a mor^e effective 
Advertising Medium than 
ever before — at less cost. 



Not only has the rich 76 county Mem- 
phis market more people than ever 
before — but according to the 1950 
Census those people earn more and 
spend more than ever before. 



Affiliated with CBS. 600 Kc. 5,000 WATTS 



Represented by the KAT2 AGENCY 
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82 



Mi 



listeners 




100% sell-out 



"64% increase in share of audience. 

Winslow Leighton 
President 

WSNY, Schenectady, N T. * 





"Waiting list for AP newscasts." 

Coy C Palmer 
Station Manager 
KPDN, Pampa, Texas 



Hundreds of (he country's finest stations announce with pride "THIS STATION IS A MEM 



j SNY carries 88 sponsored AP newscasts each 
Ik, 52 of them on 52 week contracts. Says 
. ii President Leighton: "We used to be a 
c, news and sports station. When everybody 
into that act, we got a new one. Concentrated 
Associated Press news with music. Result 
' a 64% increase in share of audience and an 
increase in listening homes in the past 2V2 
all in the face of strong competition." 

.ys Jerry Bess, of Frank Sawdon, Inc., agency 
Robert Hall Clothes, largest AP sponsor on 

Y with 24 news programs weekly-. "We have 
ased our budget evfiry year for the past nine 
5. Now use twice as many AP newscasts on 

Y as ever before. This fact speaks for itself!" 



H AP NEWS 



om Station Manager Palmer of KPDN: "All 
newscasts are sold. In fact, we even have a 
ng list for the 15 minute programs. AP gives 
omplete, conclusive coverage at incredible 
d. AP service pays us plenty of dividends." 



ys Fred Thompson, owner of Thompson Hard- 
, biggest sponsor of AP news on KPDN: "I 
had the KPDN AP news program at 12:15 
for over 5 years. That proves I'm sold on the 
fob it does !" 



l THE ASSOCIATED PRESS." 



Associated Press . . . constant- 
ly on the job with 

• a news report of 1,000,000 
words every 24 hours. 

• leased news wires of 350,000 
miles in the U.S. alone. 

• exclusive state-by-state news 
circuits. 

• 100 news bureaus in the U.S. 

• offices throughout the world. 

» staff of 7,200 augmented by 
member stations and news- 
papers . . . more than 100,000 
men and women contributing 
daily. 



When the tallies are taken, AP 
news PROVES its magnetic PULL! 
Figures like 82% more listeners 
. . . 100% sell-out . . . mean 
stable, substantial results. AP's 
swift, factual, accurate news cov- 
erage delivers bigger audiences 
. . . eager to tune to today's vital 
news . . . receptive to sponsor's 
message. 

For full details on how you can 
profit with AP news . . . WRITE 



R A D s * 0 D ! V I S I 0 1 

THE ASSOCIATED PRESS 

50 Rockefeller Plaza, New York 20, N.Y. 




From an advertising agency poinl-of- 
view. it s only common sense that the 
various media available to a client are 
not permitted to become competitive 
except in. let s say, the same healthy 
way in which Army, Navy, and Marine 
Corps compete. In other words, it's 
O.K. if 1 as a member of the agenc) 
TV-Radio team spend one lunch a week 
with my (former) pals of The Print 
Team, gently riding them about their 
impending obsolescence. But, if ever 
this contest were carried beyond the 
martini stage and found its way into 
agency-planning on any respectable 
echelon, it would militate against good 
advertising strategy and thus against 
the agency itself. 

That's why no agency can afford to 
permit its TV-en* to knife its Outdoor 
Men nor its Radio Staff to undermine 
its Magazine Fellers — even if there- \> 
a burning desire to do so on the part 
of any of its personnel. 

On the other hand, it's essential that 
we all, agency and advertiser alike, be 
realistic. Every medium, including 
match covers and subwav gratings. 



radio review 



SPONSOR: U. S. Treasury Department 

Guest Star 
AGENCY: Direct 

PROGRAM: 1 5-minute transcribed series 

Here's a pleasantly professional and fast- 
moving 15 minutes in a transcribed series- 
format. It's encouraging to see "important 
things" utilizing the same skills and tech- 
niques which have proved they can get au- 
dieiicc hold 'em, and convince them of 
what the sponsor is out to get across. 

The I niled States Treasury, with the co- 
operation of ill*- entire advertising and broad- 
'fisting industry, lias always presented Hlpcrb 
hond copy whether in magii/incs, newspa- 
per*, or on the air and, in this ease, the 
very same may he said of their program 
(,iir\l Slur. Since Martha Tilton wa« the 
"tar. *he rightlv was chosen to make the 
concise. Mraighlforward, anil believable pitch 
lor bonds !)<•] Shai'lmtt split the sing),. an 



O 




competes for the advertiser s dollar in 
the sense that the flow of those lovely 
green things is regulated by a budget. 
True., budgets can he flexible but strain 
one too much and it, as well as the 
agency, may never recover. 

Psychologically it can be unw ise as 
well as economically impossible for an 
ad-manager to go back to his manage- 
ment for more money once the budget 
for the year has been fixed. It is far 
sounder, however difficult, for agency 
and ad-department to anticipate such 
items as rising time-costs, production 
uppages, talent-demands, etc., and 
make the budget do. 

On the other hand, changing sales 
conditions, good or bad. toward the 
last half of any year can cause man- 
agements to alter budgets already set. 
Then. too. there are those advertising 
department heads who like to ask for 
a budget built upon the premise that 
they 11 spend a certain lesser amount 
and thus win favor by returning mon- 
ey at the end of the year. 

All of which is a way of saying that 
{Please turn to page 67) 



r.ouncenicnt that the show contained (this 
coining as a middle break with Miss Tilton.) 
Miss Tilton speaks as well as she sings and 
thus the copy was put across convincingly 
and interestingly. No hoakiun. no tricks, 
only word* well presented and. I feel sure, 
well receive*]. 



radio review 



SPONSOR. Charles Antcll's Formula 
No. 9 

AGENCY: Solis S. Cantor, Philadelphia 
PROGRAM: Announcements 

Only u gov with thinning hair or a per- 
son who writes an advertising column would 
listen intently to a fne-minute tract on hair 
care. Since I am decidedly of the former 
school and make a *tab at the latter, this i s 
exactly what 1 did of a recent evening din- 
ing a program entitled "Nighttime Frolic" 



over station WAAT, Newark. Here, at ap- 
proximately 9:45 p.m. 1 was treated to one 
of the most fascinating discourses on the 
restoration of the follicles ever composed. A 
straight announcement somewhat longer than 
a student-lawyer'^ summation, delivered by a 
"friendly" announcer, this tract made such 
stalwart points as: why rub vegetable oil 
on your scalp? If it was any good, olives 
would have hair! Also included was a good 
three minutes about sheep and how they 
care for their hair — using lanolin, of course. 

After the preamble, we then got around to 
the clincher about Charles Antell's Formula 
No. 9 which contains liquefied lanolin (a 
sheep derivative in case you're not up on 
these things). After offering me the year's 
supply for the whole family for only $3 
with a money-back guarantee plus a free 
bottle of shampoo (with lanolin and hor- 
mones, this latter being sheer madness), our 
genial announcer stated — "I've done every- 
thing but go to your home and put Formula 
\o. 9 in your hair. Now it's up to you." 

The threat that this persuasive gentleman 
ivauld come to my home almost caused me 
to call the phone number, but this was coun- 
teracted by the three bucks so all I did was 
sit back and marvel at the soundness of the 
copy, however lengthy, and the unvarnished 
pitch of the man giving it. (If that hairline 
of mine goes any farther back than the mid- 
dle of my skull. Antell and I may do busi- 
ness yet.) 



radio review 



SPONSOR: Nupax 

AGENCY: Emil Mogul Co., N, V. 

PROGRAM: "Bold Venture," NBC 

Obviously, the folks who compound Nupax 
are seeking to widen their market by the 
type of radio show they are airing. For Bold 
Venture, the Ziv-produced transcription star- 
ring Bogart and Baby, keeps your nerves on 
edge for a full 29':30" and its sponsor is 
the product which advises: relax with Nu- 
pax. The show is a h>po-ed half-hour re- 
plete with gunplay, Havana music, and wa- 
terfront violence featuring those two fine 
performers, Humphrey Bogart and Lauren 
Bacall, plus the superb musical effects of 
David Rose. 

The program's commercial format is as 
irtutine as it is sound utilizing straight copy 
plus a Bogart lead-in to the middle break 
in which we glide into a Nupax plug. 

As I seem to be complaining so often, I 
didn't carry away with mc one thing of real 
worth about the product — no line that stood 
out. no gimmick that spelled its name, no 
symptom-device that's still in mind. And. 
frankl). I think something of this nature is 
essential to good radio copy. On the other 
hand, I will concede that these straight an- 
nouncements are intelligently conceived, well 
written, and skillfully delivered. 
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SPONSOR 



AMERICA'S FAVORITE NATIONALLY SYNDICATED 

NEWSPAPER COMICS, STAR IN A DELIGHTFUL HALF HOUR 
SHOW, A SURE FIRE BET FOR KIDS FROM 6 TO 60 



THE KATZEN JAMMER KIDS 




OAKY DOAKS 




peachie's fre£j /gee, 00 thev 
but you'be (have tv sets 
in the 4 vjthere t00? j 
doghouse. 




SMOKEY STOVER 




«0R£ TO 86 PlTYCD 
THAN SfOB«£0 




[HEY CHIEF - HEAR'S 
iSOME NEWf THAT'S i^^/COOKIN 1 ^ 
pT^^^H OTTER THAN) ASMOKE?^ f-reTctfKi 
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WILLIAM MORRIS AGENCY 

led 

1740 BROADWAY NEW YORK 19, N. Y. 

telephone JUDSON 6-5100 



47 



BALLOONS 



BOTTLE HOLDEB 



>PO\M)R: Vit-lon Bi.-uril Co. 



AGENCY : < iaik & Riekerd 



CAPSl LE ("ASK HISTORY: Weston, in a twice-weekly 
participation on the early morning Laughing Academy 
shon , offered a "I'uncli-.lBag" balloon jor Banana 
Cremc box lops. Immediately box tops poured in. 7 lien 
a bakery strike in the Detroit area forced the agency to 
suspend the 77 schedule but mail continued to come in 
jor free balloons. \oir Weston is bach on a fvve-per- 
weelc schedule at $95 per participation and they average 
127 requests daily. 



WJBk 1\. Detroit 



PROGRAM: Laughing Academy 



PLANT NURSERIES 



N|»n\soR; Lymlmnier Nurseries AGENCY: Direct 

(\PM l,K C\^E HISTORY: Lymburtier \urseries run 
very limited newspaper space. Instead they rely on par- 
ticipations to achieve tiro acJ aims: I I I to advertise the 
nurseries' new location; and (2| to stimulate week-end 
business. This has been accomplished in a short time 
with week-end business on the. upsurge- Lrmhurner adds 
that customers coming out during the ueek also men- 
tion the 77 advertising. 




SPONSOR: Johnnie & Mack 



AGENCY: Direct 



CAPSULE CASE HISTORY: This auto painting and re- 
pair concern celebrated its 17th anniversary by offering 
an inexpensive bottle holder for use in automobiles. Art 
Green made a two-minute mention of it on Ids afternoon 
show; a five-minute pitch on his evening show. It wasn't 
mentioned again. But the two participations pulled 1,858 
requests for the free gift at an ad cost of $77.50. Firm 
now spends about $2,000 monthly on WTVJ. 



WTVJ, Miami 



PROGRAM : Art Green Show 



BIBTHDAY CABD OFFEB 



SPONSOR: Kendall Mfg. Co. 



AGENCY: Bennett, Walther & 
Menadier 



CAPSULE CASE HISTORY: Viewers who mailed in a 
box top from a Soapine granulated soap package would 
receive a set of six birthday cards free. This offer was 
made four times on the early afternoon Shopping Vues 
program: participations, $115. Since the last offer, Ken- 
dall lias pulled in well over 1,000 requests. Dealers re- 
port a sizable increase in Soapine purchases since the 
Shopping Vues participations began. 



WNAC-TV, Boston 



PROGRAM: Shopping Vues 



SALTED CBACKEBS 



SPONSOR: Striettnann Biscuit Co. 



AGENCY: II. M. Miller 



CAPSULE CASE HISTORY: The Strietmann Story The. 
aire is aired every Tuesday from 7:00 to 7:30 p.m. It 
was inaugurated on 2 October to increase sales and fur- 
ther product distribution. This is the report of the divi- 
sion manager after six weeks. "Our sales of Zesta saltine 
crackers have steadily increased and last month we went 
well over any of our previous sales records." 

WTVR, Richmond, Ya. PROGRAM: Strietmann Story Theatre 



WMUIA, \tlantu 



PROGRAM: Strictly for the Girls 



CONFEDERATE UNION HAT 



-POWjR; \,<\\ lirotlirr-, In.-. \GKNO : Direct 

f \PM LE ( W. IIKIOIO L P ,y regularly runs a one- 
minute announcement jollou in g the Hourly Dondv Show 
featuring special .sale in novelty items. One time, to capi- 
talize on a rarrciil fad, tliey featured Confederate and 
I nionstyle <mn\ lints. H ithin three days after the an- 
nouncement. Levy sold Ifi'i lints, tilth orders continuing 
to come in jollou ing the three-day peiiod. The minimum 
soles gross: 1 7. ?>•">. 



GLASS CLEANEB 



SPONSOR: Tommy Grcenhow AGENCi : AnaMasion 

CAPSULE CASE HISTORY: Formula-X-1 eliminates fog- 
ging-up of windshields, windows, mirrors. To introduce 
and push sales of this product, Creenhow ran a single 
two-minute anouncement at 2:30 p.m. Thanksgiving Day. 
The immediate result: 153 cash sales of this motorist- 
household aid. The advertising agency figures that each 
sale made from this commercial cost its client well under 
21 cents. 



WW K'l\, L'Mli*Vlll- 



PROGRAM: \n 



KSL-TV, Salt Lake Citv 



PROGKA M : Announcement 



- y 




WGAL - TV 

LANCASTER, PENNA. 



goes to the schoolroom 




An important educational experiment to 
determine the value of teaching by 
television, as compared to regular class- 
room instruction, is currently under way 
on WGAL-TV. Professor George R. 
Anderson* of the mathematics depart- 
ment of Millersville State Teachers' 
College is conducting this series of six 
classes in THE USE OF THE SLIDE 
RULE. Each Wednesday from 9:45 to 
10:15 A.M., he is telecasting his instruc- 
tions to one class at each of three Penn- 
sylvania high schools — Lancaster 
McCaskey High School, Manor-Millers- 
ville High School and Denver High 



Represented by 

ROBERT MEEKER ASSOCIATES 



School. Later, on the same day, Pro- 
fessor Anderson gives personal instruc- 
tion in exactly the same subject matter 
to a different class in each of the three 
schools. From this experiment, it is ex- 
pected that some important deductions 
can be made as to the value of television 
for classroom instruction, as compared 
with personal instruction. WGAL-TV is 
proud to conduct this important educa- 
tional research as part of its wide and 
varied program of public service. 

*Professor Anderson is using the research material gathered 
from this educational test toward his doctorate at Pennsylvania 
State College. 

A Steinman Station— CLAIR R. McCOLLOUGH, Pres. 
Chicago • Los Angeles • San Francisco • New York 
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There's $ 6 Billion Waiting for you in 

tyjfjjg- adelpKia 

Come and get it! 
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WFIL 

WIDENER BUILDING, PHILADELPHIA 7, PA 

September 7, 1951 



GENERAL MANAGER 



Mr. Norman Knight 
Sponsor Magazine 
515 Madison Avenue 
New York, N. Y. 



Dear Norm: 

We have every reason to believe tnat this will be 
one of radio's peak years. And - with many others 
- we a r e o nv^p c n as a P°~ 

was that firm belief in radio (and a per feci 
natural desire to see WFIL get its fair share of 
radio business!) that led us to undertake what 
may be the largest single-station trade paper cam- 
paign in radio history. 

and I'm sure that that investment will pay off. 
SPONSOR and other publications which we are using, 
were selected because they give us coverage where 
we want it. We have a strong sales story to tell 
to the people who read your magazine - those who 
are directly responsible for placing the business 
we want to get. 

We're looking to SPONSOR and our other public- 
ations to help deliver that business. Once given 
the assignment, WFIL will provide results. 

Congratulations on the job SPONSOR is doing to get 
us coverage where it counts. 



Kindest personal regards. 



Sincerely, 




. Clipp 



RWC :es 

Qlfif ^fiila&elpftia Jnqutrer Rations WFIL w*FIL-F>Y WFIL-TV 



WFIL - FACSIMILE 
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If the radio networks go in for merchandising 
n hat services tarn id most benefit advertisers? 



Mel Birnbaum 



Advertising, Sales Promotion Manager 
Knomark Mfg. Co., Inc. 
Brooklyn, N. Y. 




The 

picked panel 

answers 

Mr, IE ir n ha ii m 

^ our question 
shouldn't lead oil 
with an '"if"; the 
networks m u s t 
develop some 
type of merchan- 
dising which will 
aid sponsors in 
in o v e m e n t 
of goods across 
Mr. Davis the counter. Al- 

though WNBC's 
"Operation Lightning," is not new, the 
way in which it lias developed in New 
^ ork caused a minor sensation in the 
grocery trade. 

Products which were previously not 
pushed or displayed by certain chains 
received the glad-hand treatment 
through the WM5C operation. Sales 
zoomed upwards in nearly all cases. 

Granted that something for free gen- 
erally isn't of much value, it seems that 
part of the selling job radio has to do 
may be hooked up with its value in 
moving goods. Sponsors may not be 
as anxious for rate cuts as they are 
for more and better wavs of selling 
llieir product*. Che them distribution 
and sales aid». and they inav not push 
the problem of chopping r ales. 

The success of "SlorcraM" shows ihe 
trend to point-ol s a |e merchandising 
and sales promotion. There is certain- 
ly nothing \\hi< li inlcreMs clients more 
at this stage of th< L'ame than the 
above suhj<-<:ts. 

Networks can sell radio at regular 
rales if (iiey develop selling procedures 




in supermarkets, variety and depart- 
ment stores for manufacturers who sell 
to these markets. 

And these days, who doesn't? 
Hal Davis 

Vice President in charge of 

Promotion 
Keriyon & Eckhardt 
New York 



Radio networks 
can follow the 
lead of some of 
their own affili- 
ated stations who 
today are doing 
a tremendous job 
of merchandising 
their own station 
and specific 
Mr. Young shows with brand 

identification in 
the better type retaif outlets. The 
most successful radio merchandising 
accomplishments have been those 
that have a three-way benefit: (1) 
aimed to the station itself to in- 
crease its listening audience; (2) in- 
crease sales and traffic for the large lo- 
cal retail outlets; (3). having the prod- 
uct featured and displayed in local 
chains and large retail outlets. 

It is becoming increasingly impor- 
tant to large advertisers to have local 
stations use their influence with the 
huge distributors of their advertisers' 
brands. There is every reason to be- 
lieve that the networks can use the lo- 
cal stations' services to merchandise 
the network shows at the local level. 

Man) manufacturers welcome the 
opportunity of printing display mate- 
rial featuring their own network shows 
and providing an opportunity for in- 
dividual stations to imprint its own 



call letters. This material has often 
been used with a display of the prod- 
uct itself in the leading outlets. 

The stations can make it advantag- 
eous to leading oullets to merchandise 
and even sometimes advertise in their 
local ads the names of shows and time, 
call letters, and the name of the prod- 
uct. The mutual benefit enjoyed by 
the network and the local station, the 
advertiser, and the leading distributors 
or retail outlets make such a program 
workable and profitable. 

It is my belief that there will be a 
great forward movement by loeal sta- 
tions to cooperate with advertisers and 
their agencies. Where such a mutually 
beneficial program has been arranged, 
sales increases are immediately ap- 
parent. 

William L. Young 
Vice President 
William Esty Co. 
Neiv York 



In the present 
day economy, as 
raerehandis- 
ing becomes 
more and more 
competitive, any 
medium of ad- 
vertising must be 
able to s b o w 
sales results in 
Mr. Alkon order to retain 

its share of the 
advertising budget. Network radio to- 
day is performing only a portion of 
the aggressive merchandising job they 
can do. Coverage maps give only the 
sketchiest idea of the size and charac- 
ter of a market covered by a station. 

Much of the research done by agen- 
cies could and should be supplied by 
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an aggressive staff merchandiser. This 
same merchandiser could effectively 
co-ordinate any radio campaign with 
promotion and display ideas: informa- 
tion; promotion of local merchants and 
distributors so that the selling power 
of the station would be channelled into 
direct results for the client, for the 
merchants and distributors, for the ra- 
dio stations. Other media have far 
outstripped radio in cooperating with 
merchants and distrihutors to achieve 
results by means of display, point-of- 
sale, and promotional ideas. 

On numerous occasions in the past 
we have achieved excellent results in 
opening new areas for clients where 
the individual radio stations, both net- 
work and independent, have cooper- 
ated by offering a merchandising serv- 
ice specially created by the station and 
this agency for a specific situation — a 
difficult time-consuming method of cre- 
ating service but one that should he 
supplied. 

In one area, an ethical drug manu- 
facturer client of ours, very rapidly 
achieved wide distribution and a suc- 
cessful sales campaign in 56 drug 
stores by utilizing the merchandising 
facilities we had built with the station 
in the test area. After a brief prelimi- 
nary campaign, we were able to set up 
a comprehensive schedule of institu- 
tional announcements with a tag spe- 
cifically mentioning different outlets 
each day. 

To review: merchandising services 
could best be furnished hy the net- 
work stations via complete market cov- 
erage information and a program to 
co-ordinate radio campaigns with ef- 
fective selling in the area by means of 
point-of-sale and promotional aids, dis- 
plays, signs, toppers, streamers, and di- 
rect tie ups with local distrihutors. 

We have found that stations, which 
have aggressively performed the mer- 
chandising functions that every adver- 
tising medium should, gain the ready 
and enthusiastic cooperation of distrih- 
utors in their area. Said cooperation 
is invaluable in getting distribution 
and effective sales results for our cli- 
ent. This tvpe of cooperation is a pow- 
erful merchandising tool and can aid 
individual stations tremendously in the 
strong competition that radio receives 
from other media for the advertising 
dollar. 

Selig J. Alkon 
Director of Merchandising 
Rand Advertising 
Neiv York 



of ftve W auv 




In January 1951, the United States Senate Crime 

Investigating Committee held sessions in New Orleans. 

Recognizing the powerful impact of television, WDSU-TV 

brought the intimate details of these hearings to the 
attention of the general public for the first time. 

WDSU-TV is deeply grateful for the honor of receiving 
the 1951 Sylvania Award. 



• Write, Wire or Phone 
BLAIR-TV for details! 
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This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg- 
ments of the industry. Contributions are welcomed. 




ciseo health department. The doctor 
checked pulse, respiration, muscle con- 
trol and eye lids, concluding with the 
injection of sterilized needles. 

But the girls slept peacefully on. At 
the end of the program, Franquin suc- 
cessfully awakened his hypnotized sub- 
jects by radio. 

Audience reaction was enthusiastic. 
The store people reported thousands of 



Amateur d.j.'s win huge AM li ii if if 1 1 ee for beer sponsor 

totaled 205.366, with telephoned votes 
averaging 2,100 weekly. 

This \car voting in the contest is 
running ahead of last gear's compar- 
able dates, with tbese tallies: 4,322 
mail votes averaged weekly; 2,407 tel- 
ephone votes. The first championship 
contest drew 17,381 mail votes in two 
days. * * * 




WAVEs Bob Kay with Oertel contest mail 

During the spring and summer 
months, for the past 11 years, the 
Oertel Brewing Company of Louisville 
has sponsored the Louisville Colonels* 
night games on WAVE and WXKW 
|F\I). As proof of the success of 
night-time radio, they've added Oer- 
tefs 92 Disk Jockey Context to fur- 
ther promote their "92" heer. This, 
in a two-station T\ market. 

Here's the picture. With the TV 
stations (and over 116.000 sets) Oer- 
I el s show is gaining a huge listening 
audience. Now in its second year the 
show is carried from 10:15 to 11:30 
p.m.. Monday through Saturday. Its 
October to \pril sponsorship oom- 
biricd with I he airings of the baseball 
games make Oertel a ) ear-' round ad- 
\ ri User. 

1 he Disc jockey Contest features 
M.C. Bob Lay inlci \ iew ing amateur 
disk jockeys. 1 hcv spin their favorite 
record*, write and read (or ad-lib) 
rop\ and commercials for the brew.' 
Mirer d.j. contestants compete nighth 
and telephoned votes determine the 
winner. Weekly winners are deter- 
mined b\ a post card vote, and every 
*ix lo eight weeks a grand champ on- 
ship contest is held with weekly win- 
riei*- eligible lo compele. 

Sample prizes last \ear: 35 record 
alliums: a weekend in Hollywood: one- 
week \ Mentions at lop-flight resoils. 
\ otc in the 30-week content Insl \ear 



Kuifio hypnosis proves 
sales winning stnnt on KYA 

Putting people to sleep through ra- 
dio is an unusual way to build store 
traffic and brand recognition. But 
Klor"s Television Center of San Fran- 
cisco accomplished it with a 15-min- 
ute radio demonstration of hypnosis 
co-sponsored by the Zenith Radio Cor- 
poration distributor. Star of the K\A 
show: ''The Great Franquin," an Eng- 
lish hypnotist. 

During the broadcast Franquin sat 
in the KA A studios in San Francisco s 
Fairmont Hotel. At precisely I he same 
time, in another part of the city many 
miles from the studio, two women sat 
in the display window' of Klor's store — 
facing a radio. 

Franquin spoke directly to the sub- 
jects by radio and put them under his 
hypnotic influence. W hile under Fran- 
quin's hypnotic influence, the women's 
reactions were studied carefully bv Dr. 
J. C. Gefger. head of the San Fian- 





Great Franquin" bring; showmanship to radio 



Crowds watch KYA's Wooley air one-timer 



telephoned inquiries from all nine Bay 
area counties and hundreds of letters 
coming in. * * * 



TUucbuyer 's job eased 
tritfi Klair station maps 

The timebuyer's job is being made 
easier by several projeets designed and 
carried out by John Blair & Company's 
sales development department. The 
first of these ideas is a series of com- 
bination availability-coverage maps 
prepared for each of the 49 stations 
Blair represents. 

These combination sheets, printed in 
blue on gray stock, have the availabil- 
ity !-ide of the sheet blank. This is filled 
in by each salesman when lie makes his 
presentation of open time periods. A 
coverage map on the reverse side in- 
cludes a block of station copy, a cover- 
age map, and primary market data. 

It simplifies the salesman's job by 
incorporating on a single sheet all the 
above data in addition to giving time- 
buvers all necessary station informa- 
tion in one place, eliminating the need 
for extensive research on their part. 

Other Blair projects include program 
presentations: folders and mailings. 

★ ★ ★ 

Kaukhage Talking: safety 
showcase for IS sponsors 

When the National Safety Council 
commented that North Dakota had the 
highest increase in traffic fatalities of 
any state. K\OX, Grand Forks, 
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thought something should be done to 
promote safe driving. Their idea was 
that Baukhage Talking, a MBS co-op 
commentary, would make an excellent 
program for a safety campaign tied in 
with material from the National Safety 
Council itself. 

The station approached civic-minded 
business firms in the community, in- 
cluding a cab company, auto dealers, 
insurance firms, finance and loan com- 
panies. Fifteen of them were sold on 
the idea. 

Now Baukhage Talking carries the 
safety message for them five nights a 
week. Each night three advertisers are 
mentioned as making the program pos- 
sible in conjunction with the Safety 
Council. Each advertiser presents one 
safety commercial, and pays only one- 
third the cost of each individual pro- 
gram (talent fee is only $5 weekly). 
This plans allows 15 firms to partici- 
pate in a worthwhile campaign. * * * 

Briefly . . . 

Duncan McColl, KOA, Denver, sales 
manager, is well pleased with one-an- 
nouncement returns from Lora Price's 
The KOA Home Forum. Miss Price s 
single mention of a young mother's 




Fan response gratifies KOA's Price, McColl 

need of clothes for a third baby due 
momentarily brought blankets, diapers, 
dresses, everything a baby might need 
plus hundreds of lettered offers, all 
from this one-time request. 

* * * 

An ideal direct mail tool is the Time- 
buyers Register, a new semi-annual 
service publication put out by the Ex- 
ecutives' Radio-TV Service, Larch- 
mont, New York. The book contains 
the names and addresses of over 1,000 
agency timebuyers and over 2,000 na- 
tional and regional accounts for which 
they buy time. * * * 
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THE NEEDLE! 



VicePres. Gen'l Mgr. 
Associated Program Service 151 W. 46th, K. r. 19 



Greetings and Salutations . . . 

... at year's end, to all our subscrib- 
ers and other good friends ... to the 
dozens of broadcasters who've told us: 
"Ask anybody to call us — we'll tell 'em 
what a grand service you've got!" . . . 
to the officers and members of the many 
state broadcasters' associations who 
have invited us, past-present-and-future, 
to work with them . . , to our many 
helpful informants in the retail and eco- 
nomic fields for invaluahle help in mak- 
ing "The Needle*' an unparalleled 
source of selling inspiration for radio 
salesmen ... to our newest subscribers: 
WCAU-TV, Philadelphia; WMC-TV, 
Memphis ; KING-TV, Seattle ; WSAZ- 
TV, Huntington, W. Va. ; WCUE, 
Akron; WKBO, Harrisburg, Pa.; 
KFJZ, Ft. Worth; KIEM-KRED, 
Eureka, Cal. ; WSOO, Sault Ste. Marie ; 
KATE, Albert Lea ; KXL, Portland . . . 
to some nice folks in our own field, like 
Milt Blink and Alex Sherwood of Stand- 
ard; Nat Donato of C. P. MacGregor; 
Jim Davis and Hank Gillespie of Thesa- 
urus; Cy and Johnny Langlois of Lang 
Worth: Cliff Ogden of Capitol . . . and 
others ! 

What the APS Release Looks Like 

Every month each APS lull library 
subscriber-station (and many subscrib- 
ers to the special small libraries, too) 
receive a big carton of fresh new broad- 
cast material. A glance at the release 
for January '52 will give you a good 
idea of what this package contains. 
First, there are seven discs . . . six con- 
taining music and one containing 
Mitch's transcribed sales meeting (No. 
11), titled "Facing Competition from 
Television." Eight outstanding artists 
are featured, all of them adding to 
the already deep list of selections under 
their names in the APS catalog. There's 
Glenn Osser and His Orchestra . . . 
the Ted Dale Strings . . . Al Goodman 
and His Orchestra . . . Vic Damone 
. . . Mindy Carson . . . buddy Weed . . . 
George Wright at the N. Y. Paramount 
Organ . . . and the Hank D'Amieo Sex- 
tette. Five categories of music are cov- 
ered in this release: Light and Popular 
Concert (we also call it "Radio Music") 
. . . Popular Vocal . . . Novelty-Instru- 
mental . . . Piano Solo . . . and Organ 
Solo. 

What about the music itself? It 
covers an astounding variety of 



tastes, of standard and contem- 
porary titles. There are 47 differ- 
ent selections, and here's a par- 
tial cross-section: By Goodman; 
Waltzes from "Der Rosenkavalier" 
. . . Hora Staccato . . . Fantasie 
. . . Impromptu in C Sharp Minor, 
Op 66. By Glenn Osser; Slow Poke 
. . . Another Autumn (from the 
new hit musical "Paint Your 
Wagon") . . . It's All Over But 
the Memories. By Ted Dale; Pent- 
house Serenade . . . Canto Indio 
. . . Play, Fiddle, Play ... La 
Rosita. By Damone; I Could 
Write A Book . . . The Birth of 
the Blues. By Mindy Carson; I'll 
Remember April . , . Many Happy 
Returns of the Day . . . Gee, But 
You're Swell. By George Wright; 
Star Dust ... My Gal Sal . . . 
Falling in Love With Love . . . 
If I Love Again. By Buddy 
Weed; The Dancer . . . Ballerina's 
Dream. 

Is this a special release? Nope. The 
APS December p ac kage was j us t as 
large (all our releases contain seven 
discs) and featured Ralph Flanagan 
and His Orchestra . . . Dick Jurgens 
and His Orchestra . . . Denny Vaughan 
and His Orchestra (also featuring selec- 
tions from "Paint Your Wagon") . . . 
Kay Armen . . . Edward Linzel in sa- 
cred instrumental organ selections . . . 
the Westminster Choir . . . Earl Sheldon 
and His Orchestra . . . and the Satis- 
fiers. The December transcribed sales 
meeting: "Creative Radio Selling," 



This Music Business . . . 

... is no simple matter, if you take 
it seriously and approach it conscienti- 
ously. It's easy to "fake" a monthly 
library release . . . or a whole library, 
for that matter. "Unknowns" will work 
for scale, and there are plenty of "big 
names" around who will knock out a 
few seleclions for a fast buck. Hut you 
can t program that kind of junk, and 
most of it comes along on free phono- 
graph records (drat 'em!) anyhow. 
Building a library and keeping it fresh 
and useful and sparkling with new re- 
leases is a planned, long-range project 
and we thank our lucky stars at APS 
that a master like Andy Wiswell is 
available to do our planning in this 
field. Nobody in our industry can touch 
him ! 
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3 YEARS OLD 

AND STILL 

FIRST! 

★ ★ ★ 

•FIRST with television in 
Central New York 

•FIRST with afternoon TV 
•FIRST with morning TV 

* * * 



TO YOUR NEAREST KATZ 
ACENCY MAN AND LEARN 
WHY MORE PEOPLE 
WATCH SYRACUSE'S FIRST 
TELEVISION STATION 

•FIRST in local shows * 

•FIRST in Network shows* 

•FIRST in all Pulse surveys 
to date: 

OCTOBER, 1950 
JANUARY, 1951 
MARCH, 1951 
MAY, 1951 
OCTOBER, 1951 



WHEN 

TELEVISION 

* v SYRACUSE 



V/ 



CBS • ABC • DUMONT 

A 

MEREDITH 
STATION 




agency profile 



Milton Biow 

President, Biow Company 



The storv of The Biow Company is the story of a man who seems 
to have a sixth sense for finding the reasons that make people do 
things. 

Milton Biow, who heads The Biow Company, started back in 1918. 
fie has never been associated with any other advertising agency save 
his own. As a matter of fact, to this day he has never even crossed 
the threshold of another advertising agency. 

Biow sees advertising as a means of moving goods, as a vital arm 
in modern merchandising. He judges advertising solely on its ability 
to pay out at the cash register level. 

Today The Biow Company has close to $50,000,000 volume with 
less than a score of accounts. An interesting thing is that many of 
these accounts, each now spending many millions of dollars a year, 
never spent a dollar before their association with The Biow Company. 

Biow is essentially a showman, and has a showmanship approach 
to sales. The $64 Question, Bulova Watch Time, and Call for Philip 
Morris are all typical of Biow thinking. 

Perhaps Biow's flair for showmanship explains his affinity for 
radio and TV. While he fights hard for ratings, he fights even 
harder to get those ratings at the right cost for viewer and listener. 
The Biow Company are strong believers in hard-hitting commercials, 
commercials that drive people to action. Right now', Biow's Radio 
and TV Department is devoting many manhours and many thou- 
sands of dollars to discovering the right way to use TV commercials. 
To cjuote Biow, "Most TV commercials are adaptations of radio 
commercials. That whole conception is wrong, to my way of think- 
ing. We must remember that we are dealing with an entirely different 
medium, a visual medium as opposed to an audio medium. What 
has happened is that the shows are improving faster than the com- 
mercials with the result that the impact of the entertainment is, in 
many cases, greater than the impact of the commercials and that 
way, the sponsor loses."' It is to this problem that The Biow Com- 
pany is now devoting so much time and study and, to quote Biow, 
"I think we have the answer. In 60 days it will be on film and on 
the air." 

Biow is concerned about the fact that the competition in TV rat- 
ings has resulted in the cost of talent getting out of hand. He feels 
that the networks have their perspective too much on shows and 
ratings and too little on the cost of the show and rating. The man 
who produces pictures thinks in terms of what they cost and how 
man) tickets they will sell. The networks producing shows for rat- 
ings do not take into consideration how much goods they will sell in 
relation to their costs. In short, damn the cost and get the rating. 
It is not good economics. Milton Biow hopes to change that. 
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OU MIGHT GET A 12' 8 



LACK MARLIN 




JUT. . . 

OU NEED 



HE FETZER STATIONS 

0 LAND BUSINESS 

1 WESTERN MICHIGAN! 



WKZO-WJEF in radio and WKZO-TV in television 
— that's the unbeatable Fetzer line-up for Western 
Michigan advertising! 

RADIO— WKZO, Kalamazoo, and WJEF, Grand 
Rapids, offer sure-fire radio coverage of Western 
Michigan. Each is consistently top station in its 
home city; and bought in combination, they deliver 
about 57% more listeners for 20% less money than 
the next-best twit-station choice in Kalamazoo and 
Grand Rapids! WKZO-WJEF also get big circula- 
tion outside Kalamazoo and Grand Rapids. BMB 
Report No. 2 credits WKZO-WJEF with tremen- 
dous increases since 1946 in tbeir iinduplicated 
rural audiences — up 46.7% in the daytime and 
52.9% at night. In the Grand Rapids area alone, 
WKZO-WJEF have an unduplicated coverage, day 
and night, of more than 60,000 families! 



TELEVISION— WKZO-TV is the official Basic CBS 
Television Outlet for Kalamazoo and Grand Rapids. 
WKZO-TV's area includes five metropolitan cities 
representing a net effective buying income of more 
than two billion dollars. A new 24-county Vidcodex 
Diary Study made by the Jay and Graham Re- 
search Corporation proves that WKZO-TV delivers 
54.7% more of this urea's 178,576 television 
homes than station '*//"*/ 

Yes, AM or TV, tbe Fetzer stations are Western 
Michigan's greatest advertising values. Get all the 
facts, today! 



*/n 1926 Laurie Mitchell got one this long, weighing 976 pounds, in Hay of Islands, ISeiv Zealand. 



WKZO-TV wkzo 



ftp* in GRAND RAPIDS t?P A ,N WESTERN MICHIGAN W |N KALAMAZOO 
AND KENT COUNTY and NORTHERN INDIANA 9 AND GREATER 

I WESTERN MICHIGAN 

(cbs radio) mr (cbs radio) 



ALL THREE OWNED AND OPERATED BY 



FETZER BROADCASTING COMPANY 

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 



FIRST IIOOI'I It 

AND NOW PI' LSI E* 

proves 



WGBS 
FIRST' 

MIAMI 



FIRST with 7 of the 10 
TOP EVENING SHOWS 

FIRST with 6 of the 10 
TOP DAYTIME SHOWS 

FIRST with 8 of the 10 
TOP WEEKEND SHOWS 

WGBS is FIRST 

with the TOP RATING in 
44 of the 72 quarter-hours 
between 6 AM and Mid- 
night — more than all 
other stations combined. 
SECOND in 26 quarter- 
hours and THIRD in only 2. 



TOPS in NETWORK SHOWS 
and LOCAL SHOWS, too! 

The Top Daytime Record Show 

The Top Daytime Newscast 

The Top Weekend Record Show 

* Pu of M ami Oct. -Nov.. 1951 




MIAMI 



FLORIDA 



ItKPOKT TO SPOIVSOKS for 31 December If).»I 

(Continued from page 2) 

Test will compare results from 
radio, TV, newspapers 

Some time during first quarter of '52 test will get 
under way in Philadelphia* pitting newspapers , 
radio , TV against one another on dollar-f or-dollar 
basis. Planned for 1951 by radio network, test was 
delayed by Christmas rush in department s tores which 
will buv all 3 media to furnish basis for com- 
parison. 

Over 50 movie palaces now 
have RCA theatre TV equipment 

Extent to which theatre-TV is becoming important is 
stressed in year-end report of Sales Manager M. F. 
Bennett, RCA Theatre Equipment. It shows over 50 
movie palaces , from Buffalo to L.A., now equipped 
with RCA Theatre TV. Major movie TV fare is sports . 

New Year to bring rate increases 
on all TV networks 

For new year, TV sponsors can expect increased rates 
from 5" to 10~ on all TV web s sometime in '52. NBC 
will hike by 10~- its present $24,465 gross for 
\? hour Class A time on interconnected network of 52 
stations. ABC will "most probably" up rates 7^ to 
10"- for present $2S,097 gross for Class A \ hour 
time on web of 62 stations. Du Mont is "expected" 
to boost rates by 10\-. Though CBS execs won't com- 
ment now. insiders expect a rate boost of 5^ to 

Here's a sponsor who's happy 
with low rating 

New Nielsen "Air Facts" bulletin reveals curious 
case of radio food product advertiser who's happy 
with low national rating of 1.6 . Reason: shrewd 
sponsor has bought station lineup with emphasis on 
small, rural Southern markets where 54% of his na - 
t ional sales are made. Thus, despite small national 
rating, his program reaches 4.5-T of available small - 
rural homes , and 5. K- of available Southern homes. 
This means 70\- of show's total audience is in spon- 
sor's main sales area. 

TV making inroads 
on magazines: Zeisel 

Inroads of TV on slick magazines is prob a bly greater 
t han you think . That's summation of talk given by 
Dr. Hans Zeisel. ex-research director McCann- 
Erickson. now Tea Bureau chief researcher. Address- 
ing N.Y. Chapter American Marketing Association, he 
said major slicks had given him "the run-around" 
when he tried to get figures. Until magazine's ABC 
reveals data on effect in TV areas, he added. "I 
shall remain suspicious." His jesting plea to 
slicks: "If your teeth are . . . sound . . . , please 
open your mouth widely and let's have a good look 
at them. " 
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You brought him back alive . . . 



Out of every 100 wounded American service- 
men who reach the most forward hospitals in 
Korea, 97 are being saved. 

If that sounds like a statistic, remember that 
it's based on flesh — and blood. Your blood. 

Among the 97 that your blood can bring back 
are such statistics as the tall, skinny kid on the 
block . . . the husband of that woman you met 
in the grocer's ... or someone with the same 
mail address as yours . . . 

Today, your Armed Forces are short 300,000 
pints of blood a month. Precious reserves of 
blood and plasma are vanishing at a desperate- 
ly dangerous rate. 

We tell you this because we don't think you 



have to be coaxed or coerced into giving blood. 
We think that you just haven't realized how 
serious the situation is. 

So make your date today. And keep it! You'll 
find yourself in swell company . . . everyone is 
rolling up his sleeves these days, from the milk- 
man to the mayor. 

Get on line with them now . . . the blood you 
give today saves someone's life tomorrow! 



ARMED FORCES BLOOD DONOR PROGRAM 

CALL YOUR RED CROSS TODAY! 




What Happened to That Pint of B/ood Yoa Were Goin g to Give': 
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SEABROOK FARMS 

{Continued from page 30) 

"W ith the amount of money we had 
to spend, we decided that one-minute 
statiotvbreak announcements were the 
best bu\. We bought whatever spots 
we could get at a time when the house- 
wife was listening- from 8:30 in the 
morning till noon. If we couldn't get 
adjacencies next to high-rated shows, 
we took participations within shows 
with a popular local personality. In 
New York, for example, we used Mary 
Margaret McBride and The Fitzgeralds. 



"As to stations, if we could get the 
most powerful one in the market, we 
used it; if not, we used two or three 
smaller stations. Generally, we like to 
have six to 10 announcements a week 
in any one market." 

Seabrook used 49 stations at the out- 
set; today they use 28 radio stations 
and 13 TV stations. For the most part, 
the same stations and programs are 
bought each year. Main change oc- 
curred last fall in New York. Philadel- 
phia, and Baltimore, where TV was 
added on a test basis. Next year both 
radio and TV will again be used. Sea- 



announcing 
the appointment of 



H-R REPRESENTATIVES, inc. 



as exclusive national sales representatives for 



WNOE 



50,000 watts day 
5,000 watts night 

in New Orleans, La. 

patt Mcdonald 

V-P 4 General Manager. 

MBS 



THE JAMES A. NOE STATIONS 



KNOE 

5,000 watts day & night 

in Monroe, La. 

PAUL GOLDMAN, 
V-P & General Manager. 

NBC 



brook's station line-up runs as far 
north as Maine, south through Florida 
and west to Chicago, according to Bill 
Mandel, radio and TV specialist at Hil- 
ton & Riggio. 

Even a quick glance at Seabrook's 
sales charts (see page 30) reveals the 
spectacular success of this strategy. In 
1948, the first year of brand selling, 
retail sales accounted for 24 % of Sea- 
brook's total sales; this year it is 60%, 
and during 1952 Seabrook hones to 
distribute their entire output under 
their own label. Dollar-wise, 1948 re- 
tail sales amounted to $3,000,000. One 
year later they doubled; in another 
year they tripled, They'll hit $11,000,- 
000 in 1951. 

The Seabrook commercials, quite 
naturally, are built around Seabrook's 
unique growing-and-freezing feature. 
"We knew we bad a quality product," 
says Kline, "and we have something 
nobody else has — complete control 'un>- 3 . 
der one roof.' We have the biggest, 
vegetable farm in the country; in fact, 
we start with scientific testing of the 
seed and have complete control of 
every step right to the grocer's freezer 
cabinet. We constantly refer to this ex- 
clusive feature in our advertising." 

Seabrook's slogan, which is played 
up on the package design, reads: "We 
grow our own so we know it's good 
and we freeze it right on the spot." 

This identifying phrase opened Sea- 
brook's original one-minute transcrip- 
tions in 1948. Then a folksy-voiced 
"Man from Seabrook Farms" would 
tell listeners about Seabrook's growing 
and freezing activities at the Farms. 
Here's an excerpt: 

"Howdy, folks! . . . We've got a farm 
in South Jersey — Seabrook Farms. 
Been in the farming business for three 
generations. We grow our own— so we 
know it's good, and we freeze it right 
on the spot. . . , You remember I've 
been telling you how good our aspara- 
gus is. how we get it when it's just 
right, hurry it over to the plant with 
the dew still on it, and freeze it right 
on the spot. Well . . . it's going to be 
at your grocer's. . . ." 



This year — from September through 
next June — straight live copy is being 
used. The folksy fanner has been re- 
placed with an over-all copy theme 
which stresses Seabrook's scientific 
know-how and controlled product qual- 
ity: and. as Jack Kirk, assistant ac- 
count man at the agency, points out, 
"\ different product is pushed each 
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RESULTS 
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Here at last is the bookful of capsule case histories you've been 
waiting for. More than 170 of Sl'OXSOR's radio results . . , 
those dollar s-and-cenls proofs of radio's advertising value 
. . . will now be compiled in one book. 

Indexed and categorized for quick use and easy reference, 
you'll know at a glance how radio sold for dairies, for department 
stores or hair driers. 

There are some 37 product classifications in all making it the most 
complete record of radio results ever compiled. 

Because the capsule case histories are in such great demand by 
advertisers and agencies, RADIO RESULTS, 1952 is an advertising 
natural for your station or services. 

Display sizes will be limited to pages and horizontal 

half -pages at regular frequency discounts. Advertising closing 

dale is 28 January 1952. 
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month, with price specials emphasized 
when promotions are run. 

To ^et across Seabrook s story of 
rigid quulih control, the cop\ explains 
their streamlined scientific farming op- 
eration.-: *"(.)nl\ at Seahrook Farms 
does (piality begin before planting! 
Seahrook research experts develop spe- 
cial seed that will produce crop perfec- 
tion. K\en tiny pea seed strains are 
pre-tested in plots for vitamin-richness. 
. . . Onlv Seahrook Farms maintains a 
Climatology Laboratory which works 
out climatic calendars for orderly 
planting and harvesting. They advise 



when seeding should he done, and 
when maturity will occur. 1 hat s why 
Seahrook peas are always alike in taste, 
year after year, regardless of the 
weather." 

Seahrook grants lee-way to local per- 
sonalities in delivering the Seabrook 
commercials, whenever they are partic- 
ipation announcements within the pro- 
gram. The artists can re-write the com- 
mercials, which they receive about once 
a month, or they can ad-lib around 
them. 

Seabrook must maintain a consistent 
push because the limited freezer cabi- 



WDBJ 



FOR ROANOKE AND 
SOUTHWEST VIRGINIA 



The million people in WDBJ's coverage 
area will earn nearly a billion dollars 
this year. Here's WDBJ's family cover- 
age, according to the 1949 BMB: 

Day — 110,590 families in 36 counties 
Night — 85,830 families in 31 counties 
and 3 to 7 days weekly 
Day — 90, 320 families Night — 66, 230 families 

AND in Metropolitan Roanoke WDBJ's 
average share-of-audience is from 50.8 
to 74.4 percent of total sets in use from 
8:00 A. M., to 10:00 P. M. (C. E. 
Hooper — 23,191 coincidental calls 
Dec. 1950 through Feb. 1951.) 

For further information: 
Write WDBJ or Ask FREE & PETERS! 



WDBJ 



Established 1924 
CBS Since 1929 



AM — 5 0 0 0 WATTS — 9 6 0 Kc. 
FM — 4 1 ,0 00 WATTS — 94.9 Mc. 

SOUTHWEST VIRGINIA'S Piottce* RADIO STATION 



net space in grocery stores makes for 
rough competition — just to get into the 
stores and stay there. New packers pop 
up almost as fast as sprouting vegeta- 
bles. About 170 started operation last 
year alone; today some 1.200 all told 
are thumping for business. This phe- 
nomenal growth of the frozen food 
industry started during the war. Short- 
ages of canned goods forced millions 
of consumers to use non-rationed fro- 
zen foods, which previously had been 
considered a luxury item. Ry 1945 an- 
nual production was double the 1940 
output. "ij 
The competition Seabrook faces has 
reached almost white heat degrees in 
recent years. In Seabrook territory 
General Foods' Birds Eye brand is the 
major rival. Birds Eye sponsors The 
Berl Parks Show on NBC-TV three 
times a week and has TV announce- 
ments over TV outlets in major mar- 
kets. They also use radio announce- 
ments in selected markets. A special 

touch of humor (in advertising 
copy) can sell more goods than any 
amount of high-pressure talk." 

JULIAN L. WATKINS, 
Copy Director, If. B. Humphrey Co., 

Boston 

General Foods holiday campaign has 
just been launched, with special con- 
sumer premium offers and display ma- 
terials provided at the point-of-pur- 
chase level. 

Dulany Frozen Foods, Stokeley's 
Honor Brand line, and Libby also fur- 
nish competition in Seabrook's area. 

"We're doing very fine in our baili- 
wick." reports Kline. "We're the lead- 
er in many markets. Still we have a 
consistent fight,'' he points out. "Even 
though 5 to 6% of the national chains' 
total volume comes from frozen foods, 
they haven't installed adequate cabi- 
net space. As a result, they stock only 
a few lines. But more and more inde- 
pendents, neighborhood grocers, and 
the like are putting in freezer cabinets." 

Radio and TV continue to help tre- 
mendously in inducing grocers to carry 
the Seabrook line. Here's a recent ex- 
ample cited by Kline: 

"In Philadelphia and Baltimore tele- 
vision lias helped our distributors to 
open up new grocery outlets. Block 
Parly on WAIAK, Baltimore, has done 
an outstanding job. Six or seven house- 
wives participate on each show. They 
all select a block in their city to be 
highlighted on the program. Every- 
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This "Kitty" 
Makes Her 
Sponsors Prr-r 




KVLC's New Radio Personality — 

Kitty V. LaCall 



From 8:30 to 8:55 A. M ., Monday 
through Friday, Kitty's variety show is 
the favorite of thousands of female 
cars in the BIG KVI.C listening area. 
There are interviews with visiting dig- 
nitaries, from Ambassadors to movie 
stars . . . news of interest in the 
woman's world, local, regional and 
national! And, if it's national "Some- 
thing-or-othcr" Week, they hear about 
it from Kitty V. LaCall. All of these 
ingredients are carefully mixed with 
generous portions of music that women 
like best. 

Kitty is now available to provide the 
I'rr-rr-fect atmosphere for your com- 
mercials on a participating basis. 

Phone, write or wire CLENN ROBERT- 
SON, Manager, KVLC, for details and 
availabilities . . , or contact RADIO 
REPRESENTATIVES. INC. 




National Representatives 

RADIO REPRESENTATIVES 
INC. 



body in that block then receives a cou- 
pon which can be exchanged for a free 
package of Seabrook frozen foods at a 
nearby grocery store. The gimmick in- 
creases traffic in the stores and induces 
grocers to carry the Seabrook line." 

A fortuitous situation of the past 
year lias helped speed the growth of 
Seabrook retail brand sales and pro- 
vides an interesting sidelight on the 
frozen foods industry. Daniel Oken, 
sales manager for Nassau Suffolk Fro- 
zen Foods Company — one of Sea- 
brook's distributors - - told sponsor 
that Birds Eye and Libby have been 
making "direct deals" with the national 
chains and independent stores for 
about a year now. As a result, Sea- 
brook sales have zoomed upward in the 
independent stores, particularly in the 
Boston and New York areas. 

"Birds Eye and Libby have their 
own 'missionary men' in the field, but 
they cover such large territories they 
visit a grocer only about once every 
two months," Mr. Oken said. "They 
call on just the big stores generally. 
They can't do as complete a job as a 
distributor's salesmen." 

Seabrook furnishes considerable 
point-of-sale material — window display 
pieces, streamers, posters, price charts 
— even though they don't have big ad- 
vertising to merchandise to the stores. 
Well aware of the value of a co-ordi- 
nated radio-TV and point-of-sale pro- 
gram. Seabrook went into Storecasting 
last October. 

(Storecast Corporation uses FM ra- 
dio to funnel music, homemaking talks 
and commercials into super markets. 
Its service also includes personal serv- 
ice calls to the subscribing stores each 
week, making sure that adequate stocks 
of the products advertised on Storecast 
are on hand and that the products are 
displayed in prominent positions.) 

Seabrook uses four commercials a 
day on Storecast in the Kearney divi- 
sion of American Stores in New Jer- 
sey. "If results are good," says Kline, 
"we'll continue and expand it." He 
adds: 

"We'll also expand radio and TV 
next year. We'll probably use the same 
radio set-up. Then if we can. we'd like 
to get some good evening TV time." 

Since 1948 the frozen-foods brand 
operation at Seabrook Farms has be- 
come the tail that wags the dog for 
next year it will account for the farm's 
entire output. Much of its air success 
can be credited to smart use. * * * 



K-nuz 
Dood it 

Again! 




. .. wins 
award for 1951 
as in 1950 

Yes, for the second 
time K-NUZ is winner 
of the Nabisco Promo- 
tion Award for out- 
standing sales promo- 
tion of Nabisco Milk 
Dog Biscuits. K-NUZ 
again demonstrates its 
ability to pull and 
keep on pulling. 



For information 
call FORJOE 

National Representative 

or DAVE MORRIS 
General Manager 
at KEystone 2581 



P. 0. Box 2135 - TWX HO 414 




HOUSTON'S LEADINC INDEPENDENT 
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MEN, MONEY, MOTIVES 

[Continued from page 6) 

eratcly hysterical about this latest dis- 
I la-\ of automotive "logic. 

\etuallv, "Radio'' borrows ideas 
constantly from "Magazines.* 1 and the 
honor is returned. Note that the Wo- 
man's Home Companion is now expeci- 
ed to follow the example of McCall's 
and grant "frequency discounts." Such 
discounts arc relatively unknown in 
magazine publishing but were brilliant- 
ly built into the basic economics of 
broadcasting a quarter of a century 
ago. to the everlasting envy of all rivals. 

* * * 

Conversely, in one notable respect, 
since tlie war and especially since tele- 
vision, the networks have undertaken 
to imitate the magazines. This cen- 
ters on editorial control. A big na- 
tional magazine is typically the prod- 
uct of a format plus an editor and that 
editor's team. Advertisers do not par- 
ticipate in either the making of plans 
or their execution although the adver- 
tiser must be impressed by the end re- 
sults. Clearly something close to this 
has been the postwar goal of both CBS 
and NBC, each striving to capture edi- 
torial control of the total schedule, es- 
pecially TV. or as much of it as pos- 
sible. 

* * * 

Broadcast advertising is not, in this 
connection, so flexible as the maga- 
zines. Neither CBS nor NBC could 
do what is now being done at 48-\ear 
old Redbook Magazine where a dynam- 
ic 36-year old editor, Wade II. Nichols, 
backed by an editorial staff of 29. is 
deliberately redesigning the whole for- 
mat, taking Redbook away from its 
traditional role as a slick fiction book 
and making it a monthly equivalent of. 
sa\. the Salevrpost or Collier's. 

* * * 

\ final comparison. In the instance 
of Redbook the Nichols format aims 
to "select"" out of the total audience 
of magazine readers a special group. 
"Young adults."' 1!! to 35. Plainly 'his 
strategy has spiritual brotherhood to 
the radio station which plans its fu- 
ture as an advertising medium In se- 
Icrling out of the total listening audi- 
ence some special group such as jazz 
lovers, symphony culturists. sports ad- 
dict,-., halo- Vmoricans. Yiddish-Ying- 
lishers. fanners. e\ angelists. etc., and 
tailoring a formal to appeal thereto. 

★ ★ ★ 
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HOW'S RADIO DOING? 

{Continued from page 28) 

the 3,500 homes spend 164,200 hours 
hearing radio; 87,600 hours seeing 
TV; 55,200 hours reading newspapers. 
Interestingly, when Kemper inter- 
viewed 2,942 of these homes within a 
30-mile circle of Louisville. 40'? had 
a TV set, 7% planned to buy one, but 
53% definitely planned not to buy one. 
(SOURCE: Raymond A. Kemper As- 
sociates.) 

That's the picture as it has been 
shaping up today. If present radio 
trends continue — and there's every in- 
dication that they will, while TV is 
levelling-off — radio's position will he 
even better. 

Of course, there are more figures, 
one way or the other. SPONSOR en- 
countered plenty of them in preparing 
this report. There are surveys to show 
that radio is bigger and better (in 
some local TV areas, it often is) than 
those shown above. There are other 
reports, like the three famous ANA 
studies, to show that radio is worse. 
However, the above nine key points 
help point the way to where radio will 
stand in the early part of 1952. 

At the same time, there are other 
qualitative studies which take the 
broadcast advertiser backstage in a TV 
home to show him what effect TV has 
had on family habits, particularly with 
relation to radio listening. They, too, 
serve as guideposts along the rocky 
road of 1952 advertising decision, and 
point the way to new radio opportu- 
nities. 

Two of the best and most useful 
studies in this field in recent weeks 
have been those made jointly by NBC 
and CBS (in cooperation with Ameri- 
can Research Bureau, Washington, D. 
C.) and by Advertest Research. New 
Brunswick, N. J. Together, they show 
what's going on in TV homes, where 
the listening is being done, and how 
TV families behave over a long (31 
months of ownership) period of time. 
Here's the summary of findings: 

1. Joint NBC-CBS Network Radio 
Report : 

Where TV has entered a radio home, 
one of the major effects is a sort of 
dispersal of radio listening to other lo- 
cations not used as much in the home's 
radio-only days. In radio-only homes, 
the away-from-the-living-room radio 
listening accounts for about 51% of 
the radio total. In a radio-TV home j 



(again, there are practically no TV- 
only homes anywhere) this figure 
jumps up to about 77%. It's in this 
extra out-of-the-parlor listening that a 
lot of radio's "loss" occurs, since in the 
past it has not been measured as it 
should. 

As you might imagine, this big out- 
of-the-parlor listening calls for more 
radios around the TV house. That's ex- 
actly what has happened, according to 
the joint NBC-CBS study, which was 
based on some 3,600 diaries (87% usa- 
ble for tabulations, from all over the 
U. S.) placed by ARB. 



Radio- 1 \ families do own more ra- 
dios than radio-only families. For in- 
stance, 68% of the radio-only families 
have two or more radios; in radio-TV 
families, it's 77 ( ,'t . Some 35% of the 
radio-only homes have three or more 
radios; in radio-TV families, it's 46%. 
Similar NBC-CBS comparisons show 
that the four-or-more-sets label belongs 
on some 14% of radio-only families, 
on 22% of radio-TV homes; in the 
five-or-more bracket, it's 5% against 
10%. 

The joint NBC-CBS study also 
showed where all these extra sets in 
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If You Want to Make a Lot of Stops, 

take a Local 



(You Meet Lots More People That Way!) 



Don't take a "limited" through 
this vast, important South 
Florida Market... get in 
all the stops! Call our Rep 
...The Boiling Company... 
and let them plan your 
sales itinerary for the big 
season ahead via WIOD. 
That's the sales route 
most of the local boys 
are taking. They ought to 
know. ..they're on the spot 
to check results. And, 
they're mighty happy, too! 




JAMES M. LeGATE, Generol Monoger 

5,000 WATTS • 610 KC • 




Mr. Terry Clyne 
The Bioiv Co. 
New York City 

Dear Terry: 

Jest a line jrurn all uv us at WCIIS 
in Charleston, West Virginny, ter ivish 
ever one a Happy 
New Year! W e 
hope yers'll be 
happy, 'cause 
arrs down here 
is shore ter be. 
Bizness here in 
th' home town 
uv IV CHS has 
been aboomin'all 
durin 1951, an' 
ever'thin points 
ter an even big- 
ger 1952! So 
Terry, when yer 
loo kin' j er a 
good market an 
a good station 
next year, jest 
keep WCIIS in 
mind! An 'mem- 
ber, WCIIS gives 
yuh more lissen- 
^foers in this here 
top market then 
all th' other four 
stations in town 
put tergether ' Happy New Year! 

Yrs. 
Algy 

W C H S 
Charleston, W. Va. 




radio-TV homes were being used. 
Where, in a radio family, virtually 
half of the listening is done in the liv- 
ing room, in a radio-TV family a good 
half of the listening is done in the 
kitchen, with most of it (52%) being 
done by the woman of the house. In 
radio-only homes, about a quarter of 
the listening is done in the kitchen; in 
radio-TV homes about a quarter is 
done in the living room. The center of 
radio listening, in other words, has 
moved in with the kitehen stove and 
the refrigerator. (For full details, see 
chart p. — .) 

First of all, this is important to an 
advertiser because, in normal rating 
methods (Hooper. Nielsen, etc.) this 
outside-the-living-room radio listening 
has been underrated and improperly 
measured. 

Secondly, with radio becoming as 
much a matter of kitchen procedure 
as the cheerful rattle of pots and pans, 
radio at all hours becomes a more po- 
tent weapon to sell everything from 
soap to cigarettes to the American 
! housewife. 

2. Adverlesfs TV vs. Radio Three- 
Year Comparisons: 

Having probed deeply into family 
listening and viewing habits with a 
New York-New Jersey panel of between 
452 and 512 families back in 1949 and 
ao;ain in 1950, Advertest Research, Inc. 
did it again last month. Using many 
of the same TV homes (where TV has 
been for 31 months or more), Adver- 
test produced one of the first really 
good studies of what happens in TV 
families on a long-range basis. (The 
earlier Advertest studies have been re- 
ported in sponsor, see 4 December 
1950. p. 29.) The homes were weight- 
ed to provide a scientific cross-section 
of TV homes by length of set owner- 
ship. 

The key finding: "Once they have 
been established, habits as to the 
amount of viewing and listening are 
subject only to minor adjustments." 

In an adman's terms, once the TV 
set is absorbed as a family routine, the 
looking and listening patterns soon be- 
come virtually fixed. In the latest (No- 
vember 1951) Advertest probe into TV 
home life, the "minor adjustment" has 
been in radio's favor. 

Even though TV shows are more 
plentiful, more expensive, and more va- 
ried in the New York-New Jersey area 
now than in 1949 (May), radio has 
gained a bit. 

In the "before TV" days, Advertest 



THE 
MIDWEST 
ADDRESS 

OF 

CBS 

WNAX 



a 



SPONSOR 



families spent an average of 3.5 hours 
per day with radio. 

Then, in 1949, they spent 1.3 hours 
with radio; 2.9 hours with TV. In 
1950, it was 1.2 hours with radio; 2.7 
with TV. Last month, they were spend- 
ing slightly more time with radio, 1.3 
hours, climbing back to the 1949 level. 

TV, meanwhile, was doivn from the 
1949 level of 2.9 hours to 2.7, and did 
not climb over 1950. This means that 
TV famil'es are listening to radio about 
six minutes more each day in the Ad- 
vertest panel than they did two years 
ago. 

As a parallel to the NBC-CBS joint 
study, Advertest found that women 
were listening to the radio 12 minutes 
more each day, as against the family 
six-minute average. Greatest group in- 
crease was in the 15-29 ages, which 
increased radio listening in 1951 by 
47% over 1950 levels or from 1.5 to 
2.2 hours daily! There was also a no- 
ticeable trend toward earlier hours of 
radio listening (43.6% of Advertest's 
families turned radios on between 6:00 
and 8:00 a.m., vs. a 1949 figure of only 
18.9%) and later hours of TV view- 
ing, particularly after midnight. 

What was pulling more people back 
to radio (and away from TV) ? 

Advertest's figures offer a strong 
clue, both in the by-sex breakdowns of 
who's listening, and by program pref- 
erences. 

For one thing, women are more dom- 
inant than ever in listening to radio in 
Advertest TV homes. Back in 1949, 
some 62.5% of the listening was done 
by women; some 25.8 by men. In 1951 
(thanks to the increased number of 
kitchen radios and kitchen listening, 
mostly) the figures are 68.6% for 
women, 25.9% for men. 

For another, there were some real 
shakeups in program popularity. 



Whereas radio newscasts (most popu- 
lar radio program type with Adver- 
tests's TV-equipped families) were lis- 
tened-to regularly by only 28.5% in 
May, 1949, last month 65.7% of the 
same families were listening regularly 
to radio news. Popular music, as a 
listened-to radio favorite, jumped from 
a regular radio diet of only 32.8% of 
the Advertest families in 1949 to a fig- 
ure of 57.3%. in 1951. 

It's interesting to note that both 
these program types can be listened-to 
and enjoyed without needing any ref- 
erence to visual material. Also, it's use- 
ful to note, from an advertiser's point 
of view, that TV has seldom succeeded 
in coming up with a visual format that 
can consistently top radio's presenta- 
tion of news and/or music in terms of 
timeliness or visual interest. 

Another of Advertest's most interest- 
ing findings was the respondents' own 
evaluation of the part that radio plays 
in their own radio-TV lives. 

In 1949, 52.3% of the respondents 
thought that television would complete- 
ly supplant radio. In 1950, 38.7% of 
the same families were still sure that 
radio was on the skids, but the ranks 
were thinning. In 1951, with radio 
news, music, and drama programs pull- 
ing ever-increasing listening, only 
23.2Tf of the respondents thought that 
TV would eclipse radio. 

Sponsors will do well to ponder that 
one. Where less than half of the Ad- 
vertest panel thought, two years ago. 
that radio would continue to survive in 
a healthy form, last month more than 
three-quarters of the same people in 
the world's leading TV area felt that 
radio was here to stay. 

The trend is likely to continue, as 
radio finds neiv programing forms, as 
newscasting interest increases, and as 
TV programs move into a more static 



"plateau" of amount and quality. 

For the harrassed sponsor or agency 
executive, forced by circumstances into 
gazing into his 1952 crystal ball to fig- 
ure where his ad dollars are going, 
what does this all mean? 

Simply this. Radio still has a com- 
manding role among low-cost mass me- 
dia. New network programing and 
methods have brightened its cost-per-M 
status, and have increased its flexibil- 
ity. The alarmists have been proved 
wrong, because the public today still 
likes radio, still finds new uses for it, 
and is returning to it every day or 
adding it to TV viewing. 

No advertiser, whether local or na- 
tional, can afford to dismiss radio with 
an airy wave of the hand just because 
TV has entered American homes. * * * 



RADIO COMMERCIALS 

(Continued from page 46) 

while budgets are resilient, they must 
bounce back into a shape quite com- 
parable to the one in which they start- 
ed. So for this reason, I think it's un- 
fortunate and not completely realistic 
that as much television money comes 
out of radio as does today. 

All media overlap! No medium does 
a complete job (not even an exclusive 
trade book) ! Furthermore, I'm not at 
all certain that radio and television 
can't be dovetailed at least as ivell as 
any other television-plus combination. 
In addition, I've a grave doubt as to 
the reasoning why radio is usually the 
one that is curtailed first to make room 
for television (sometimes regardless of 
radio's proven economy and dollar-for- 
dollar superiority to television). Isn't 
the decision to pare radio often based 
on the historical fact that the same 
people (network-wise, that is) thought 
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years is the best proof that we get re- 
sults. We can get results for YOU, too! 

CBS Radio Network in El Paso 



K 

5.000 watts 600 K. C. 



RODERICK BROADCASTING CORP. 
Dorrance I). Roderick President 
Val Lawrence, V. Pres. & Gen. Mgr. 
RI.PRKSKM'ED NATIONALLY 
HV T'Ul. O. L. TAYLOR CO. 



IN MONTREAL 

it's 




Ask the man who knows best— the local ad- 
vertiser on CFCF. 

Rest proof that he gets prompt action at the 
ensh register is the fact that 

Over a 3 -year period 

local advertising on CFCF 

has increased 260%. 

National advertiterv too, can bank on CFCF. 
For Canada*! MKST mat ion hat the coverage, 
the hstcticrihip, to do a real Helling job in 
the rich Montreal market area. 
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up and are now promoting this new 
devil? 

I wonder how much actual duplica- 
tion there is for an advertiser who 
ha*, say, a Class-A-time network tele- 
vision and radio program? I'm sure 
radio listening in TV homes stays pret- 
ty high (as the surveys made In radio 
people indicate I, hut most of it is in 
the earlv a.m. or in non-living room 
locales (car. kitchen, bedroom, etc.). 
Hence dovetailing is easy. In non-TV 
homes, of course, there's no problem 
regarding radio listening. 

So. I thought I'd mention in passing 
that it might pav some radio-ers to an- 
ticipate (he cutback by fortifying them- 
selves with what the) can produce in 
the ua\ of niessages-to-an-audience 
along icitJi television! + + + 



SINGER SEWING MACHINE 

(Continued from page 37) 

on sewing machines. And more than 
100 leads remained to be called at tliat 
point. 

The City Sewing Center of Miami 
used five announcements, at a time 
cost of $65, on Art Green's Show on 
WTVJ. Miami. Result: 48 direct sales 
leads, amounting to a potential gross 
of Si. 656 on its S3 1.50 rebuilt sewing 
machines. 

The Atlas-Sew -\ ae Company of Mi- 
ami Beach spenl for four partici- 
pations on the Buddy Statelier Pro- 
gram, W'MBM. Result: 63 sewing ma- 
chine sales in a gross well over $5,000. 

Singer executives are somewhat 
war) about explaining why the coin- 
pan\ suddenly plunged into broadcast 
advertising. "Why hadn't Singer used 
radio before?" sponsor asked J. 
Brooks Emory, Singer's account super- 
visor at Young & Rubicam. 

"No special reason," he said. "It's 
just that the account was happy with 
the long-proven results it was getting 
from printed media." 

" I hen why has it now entered ra- 



U, S. Representative— Weed & Co. 



"Weve started using radio on a lo- 
cal basis, at the disc retion of Singer 
General Agents in the various sales ter- 
ritories." Emory said, "l'artlv. it's to 
offset g\ p dealers, who sell machines 
with a Singer head, but with its bodv 
made up of inferior second-hand metal 
and wood. Women buy them, and 
when the machine breaks down, they 
blame Siu»er. We're also using radio 
to emphasize Singer'- superiority, over 
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cheap Japanese sewing machines that 
sell at $29.50." 

''And why have you started using 
TV?" 

"'We've come to the conclusion that 
TV is a natural visual salesman for 
Singer. It offers sight, sound, and 
movement — just like bringing a Sing- 
er salesman into the parlor. The only 
difficulty is that only 700 of the Singer 
1200 sales offices are in TV areas." 

Advertising Manager G. L. New- 
comb further told SPONSOR: 

"Actually, we had been considering 
the use of broadcast advertising for 
some time. The reason we started on 
radio in New York is that we wanted 
to keep it near our headquarters here. 
Thus we could test it more convenient- 
ly . So far, our sales force has been 
very enthusiastic about radio. We plan 
checking the medium's impact further 
through surveys or a customer tally." 

Singer's experimental flow of cash 
into broadcast advertising adds up to 
a tidy sum, but is easily dwarfed by 
its other ad appropriations. By the end 
of 1952, the company will spend over 
$500,000 for air advertising — about 
8400,000 for its TV, an estimated 
$100,000 for spot radio. In contrast, 
it will divvy out well over $2,000,000 
for advertising in printed media, large- 
ly in newspapers and slick magazines 
on the order of Life, Look, Ladies' 
Home Journal, Woman's Home Com- 
panion, Good Housekeeping and Me- 
CaWs. 

It's hard to gauge Singers exact 
financial status, because the company 
girdles the globe. Even Coca-Cola is 
not so widely distributed. It prints 
operating directions in 54 languages, 
and its trademark — a red "S" super- 
imposing a woman at work on a sew- 
ing machine — is found in just about 
every land. There is a Singer-equipped 



shirt factory in the heart of the Bel- 
gian Congo, a Singer shop above the 
Arctic Circle in Norway, Singer oper- 
ators in mud huts off the Yangtze 
Kiang in the center of Tibet. 

In the U.S., the company's two main 
plants are in Elizabeth, N. J., and 
Bridgeport, Conn. Wood for its cabi- 
nets is grown in the company's own 
forests in Canada, Arkansas and South 
Carolina, sawed in its own mills, and 
moved to main lines over three Singer- 
owned railroads. Singer makes its own 
machines in 4,000 varieties (one selling 
as high as $3,000) and its own needles 



44Radio has a future, limited only by 
the scope of the imagination of those 
responsible for its destiny." 

WILLIAM S. HEDGES 
v. p. Integrated Services, NBC 

in 8,400 sizes. It makes its own elec- 
tric motors. And, most important, only 
Singer Sewing Centers are allowed to 
sell the machine*. 

All this adds up to a good-sized 
chunk of change. Singer will not re- 
veal its gross sales. However, accord- 
ing to Standard & Poor, the company 
in 1950 had a net income (after taxes ) 
of over $19,000,000, and a total oper- 
ating income of $82,000,000. Divi- 
dends amounted to a handsome $2,- 
566,000. 

Bearded Isaac Merritt Singer, an ex- 
Shakespearean actor, who borrowed 
$40 to patent his first sewing machine 
in 1850, would doubtless be proud of 
his company's advertising history. Its 
present emergence in radio and TV 
rounds out the circle, during which 
Singer dabbled in every conceivable 
medium. 

In 1850, Singer bought space in a 
score of New England newspapers (via 



Volney B. Palmer, America's first ad- 
vertising agency) with the copy de- 
scribing Singer machines as "adapted 
to perform any kind of work, from 
the stitching of a fine shirt-bosom to 
a ship's sail." Isaac Singer himself 
personally demonstrated his whirring 
machines at county fairs and church 
suppers. 

As early as 1853. the firm was ad- 
\ertising in the National Police Ga- 
zette and f farmer's W eekly. When col- 
ored picture cards were in vogue, Sing- 
er circulated millions of them; one 
fiendish little number showed children 
st itch in % together the tails of two 
yowling cats — using Singer needles, of 
course. 

About this time, iM. M. Patell. the 
first Singer agent in India, printed the 
Singer trademark in several languages 
on cotton cloth: then he sold the stuff 
at slightly below cost for loin cloths. 
This shrewd device, naturally, won the 
company hundreds of walking adver- 
tisements in Bombay. 

Long before anyone had dreamed of 
radio's singing commercials, Singer 
published songs chanting the wondrous 
merits of its products. An 1891 ditty. 
The Merry Singer, contained this ten- 
derly romantic theme: 

"Where the sun is beaming. 

There you'll hear my song, 

For I'm widely scattered. 

Everywhere belong. 

E'en when you are spinning. 

With the globe thro' the night. 

I am somewhere singing, 

In the golden light. 

I am a Singer — I am a merry Sing- 
er, singing for you!" 

Singer's hard-sell advertising philos- 
ophy was probably best summed up 
back in 1887, by Frederick Bourne, 
later to rise to presidency of the com- 
pany: "In place of a mere repetition of 
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a name, we .shall in a few strong words 
call addition to some point of advan- 
tage in our machines." 

This theme is still adhered to bv 
Singer's personnel at Young & Rubi- 
cam, which has handled the account 
over 12 years. This painstaking group 
consists of J. Brooks Emory, account 
supervisor: Alexander Kroll, account 
executive: Martin J. Murphy, timcbuy- 
cr; Mildred A. Black, commercial su- 
pervisor: and Barbara L. Dcmaray and 
Jean Malloy, commercial writers. 

Murphy's timebuying formula is 
fairlv simple. "The idea is to get day- 
time d.j. shows directed toward the 
women's audience,'' he savs. "and to 
use stations in areas where the Sewing 
Centers arc located.'' 

The commercial-writing philosophy 
is equally simple. "We try to empha- 
size concrete facts- -repair, service, 
price, convenience as gifts." says copy 
supervisor Black. A recent typical ra- 
dio commercial read: 

"What nicer present could any wo- 
man find under her Christmas tree 
than a Singer Sewing Machine? . . . 
And right now the Singer Sewing Ma- 
chine Company wants to help make that 
Christmas wish come true, so here s 
what wc offer you. A brand new Sing- 
er portable for only $89.50. Or a 
brand new Singer console for as little 
as SI 17.50. And that's not all. Singer 
offers you a liberal trade-in allowance 
on your old machine and liberal, easy 
terms. And say . . . when you buy a 
brand new Singer Sewing Machine, 
Singer gives you a complete sewing 
course . . . free. . . . Six wonder lessons 
under the personal guidance of expert 
Singer instructors. . . . Make sure you 
I uy your brand new Singer Sewing 
Machine at a Singer Sewing Center. 
You'll recognize it bv the familiar red 
'S' on the window. . . ." 

In the TV commercials, Kate Smith 
offers an introduction: "When you 
own a Singer Sewing Machine, you 
own the world's finest!" This is fol- 
lowed by a woman on camera demon- 
strating how easy it is to open a Singer 
portable case, lake the folding table, 
and lift the machine. Quality is em- 
phasized by the pitch: "Singer the 
ea-icst - stitc hing, smoothest - running, 
besl-hned, of all machines!" 

\\ hat of Singer's long-range broad- 
< asting future? Account supervisor 
Kmorv says: "We'll continue to use 
radio lo alleviate local problems. And 
once the TV freeze is off. it's safe to 



say that Singer will probably increase 
its TV spending quite a bit." 

Another Singer executive, pleased 
with Singer's economic and advertising 
progress, sums it all up with a quip: 
"The first hundred years were the 
hardest. 1 can't think of anything that 
would seriously frighten us now — ex- 
cept a world-wide nudist movement." 

* ★ ★ 



DOES CONTROVERSY SELL? 

{Continued from page 35) 

about me, but spell mv name correct- 
ly-" 

• In selecting a controversy pro- 
gram, the sponsor might w 7 ell consider 
v, helher the commentator is designed 
for a mass audience, or pinpointed for 
a special kind of audience. The 16 ad- 
vertisers who eo-sponsor the Barry 
Gray Show for 12 midnight to 3:00 
a.m. nightly on WMCA, New York, 
get an amazingly loyal impact from 
the cosmopolitan audience of Manhat- 
tan (so much so that Gray gets flooded 
with some 800 letters a week, 85% 
favorable, and 12 sponsors are wait- 
ing in line to get on the bandwagon). 



There's More 

SELL 




on 



UJRIU 



RICHMOND 
VIRGINIA 
910kc-5kw 
ABC 

AFFILIATE 



National 
Representatives 
EDWARD 
PETRY 

b CO., INC. 



70 



SPONSOR 



However, some observers are inclined 
to believe that the show's flavor might 
not be swallowed as eagerly in a rural, 
Midwestern market. Nevertheless, 
pulled up by the bootstraps of contro- 
versy, ex-disk jockey Gray is now mod- 
erator of NBC-TV's Author Meets the 
Critics, and has already auditioned for 
two network radio shows. 

To what degree is the audience's at- 
titude toward the commercial affected 
by its pro- or con-response to the opin- 
ions of the commentator? The Schwer- 
m Research organization of New York 
has made two interesting studies that 
have a bearing on the answer. 

In its first study, Schwerin exam- 
ined two controversial shows, each 
presided over by a well-known com- 
mentator. Both Commentator A and 
Commentator B were sponsored by the 
same company. In their attitude to- 
ward Commentator A, half of the lis- 
teners surveyed regarded his presenta- 
tion of the news favorably, and half 
were opposed. In their attitude to- 
ward Commentator B, listeners were 
split two to one, with two-thirds fa- 
voring his presentation, and one-third 
opposed. However — note this — both 
programs received an identical aver- 
age of audience interest in their com- 
mercial messages — an average of 34%. 
In other words, the commentator's bias 
in presenting the news did not affect 
audience reaction to the commercial. 

In its second test. Schwerin exam- 
ined audience reaction to another pop- 
ular commentator presiding over two 
different programs. Each program 
carried the identical commercial. The 
results showed interest in each com- 
mercial did not lessen, because of the 
commentator's manner of presenting 
the news. 

Whatever else may be said of con- 
troversial shows, there is no doubt that 



they are popular w ith a variety of ad- 
vertisers. Frank Atkinson, head of the 
ABC Co-op Department, describes 
them as "among our best-sellers."' An 
examination of a half dozen of them 
shows why they're so greatly in de- 
mand. 

Fulton Lewis, Jr., is probably the 
outstanding wonder boy of them all. 
He is currently sponsored coast to 
coast on Mutual by over 500 co-op ad- 
vertisers for whom he sells as many 
products. On the 27th of this month. 



^Advertising has sold a world of mer- 
chandise, bill as one of my contempo- 
raries suggests — advertising hasn't sold 
advertising. Far too many people ihink 
I hey would be just as well off without 
adverlising. Many of lliem think they 
would he a lot better off without ad- 
vertising men." 

EARLE LUDCIN, 
Pres., Earle LadgtH & Co., Chicago 

★ ★★★★★★★ 

he'll celebrate his fifteenth anniversary 
as a network news commentator. He 
has remained on the Mutual network, 
the same number of nights per week, 
at the same seven o'clock EST time, 
without a single interruption since the 
inception of the program. Consistent 
sales results have kept him there. 

In the New York area, for example, 
the experience of Harris, Upham & 
Company in sponsoring Lewis fur- 
nishes positive proof of his program's 
sales strength. Prior to their current 
campaign on WOK, Harris, Upham 
put the bulk of its advertising dollars 
into newspapers and magazines. Then, 
on 1 June 1948. the company began 
sponsorship of Lewis on a two-a-week 
basis. Harris. Upham has remained on 
the air with Lewis since. Although 
newspaper advertising is still used in 
cities where branch offices are located. 



WOK is the company's sole advertis- 
ing medium in the New York area. 

The Harris, Upham campaign is a 
relatively rare type in radio annals. 
The company has no tangible asset to 
sell. Bather, their assistance to inves- 
tors is a service which can be utilized 
by a relatively small proportion of the 
over-all New York radio audience. Be- 
cause of this, the company was inter- 
ested in pinpointing a market which 
would include a substantial number of 
people in a position to use the services 
of an investment-brokerage organiza- 
tion. Lewis' program provided the 
proper setting. His politics here were 
a definite asset since his attitudes tend 
to jibe with those of many high-in- 
come listeners. 

The company's advertising theme 
was pitched to encourage so-called 
"sincere" responses rather than quan- 
tity inquiries from people who are for- 
ever seeking something for nothing. 
With this in mind, they refrained from 
offering the "send-me-free" type of lit- 
erature. Instead, they encouraged all 
listeners interested in investing — as 
well as those with investment problems 
— to visit the company offices in per- 
son. 

The success of this campaign is 
highlighted by the following facts: 

1. The company has received a 
steady flow of requests for investment 
counsel, a great many of which have 
resulted in new business. 

2. It was necessary to increase the 
staff of the investors-service depart- 
ment to handle these inquiries, and a 
further personnel increase is antici- 
pated. 

3. Fulton Lewis. Jr. is the sole ad- 
vertising medium currently used in the 
New York area. 

H. U. Harris, senior partner of the 
firm, calls the responses "highly grati- 
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fving \\ c arc pleased with the reac- 
tion we have had to our sponsorship 
of this program. " \nd according to 
Wrav Kenncd>. account executive of 
the A. W. Lew in Advertising Agency, 
the campaign has been an "unquali- 
fied success" and '"represents an im- 
portant forward step in financial ad- 
vertising. . . . We like both the prestige 
and selling impact of the program." 

More than that. Lewis has sold beer 
in Florida, utilities in Arkansas, wire 
rope in Pennsylvania, automobiles in 
Michigan. Indeed, akin to the sales 
dvnamo able to sell refrigerators to 
Eskimos, he actually sold ice cream 
freezing units in the middle of winter 
(for the J. V Blair Company. Inc., 
Chrysler Airtcmp Division of Sacra- 
mento. Calif., over KXOA). 

Lewis is not alone in the controversy 
field. Outspokenly "liberal" Martin 
\gronskv is on the ABC network for 
113 co-op sponsors over 92 stations. 
He is particularly well sold in the 
South — on the air there, over 62 sta- 
tions. It is that section of the country 
which has most consistently found 
fault with his views — frequently call- 
ing him a Leftist or using more earthy 
terms. Paradoxical? Perhaps, but 
mam of his Southern sponsors are in 
their ninth a ear of renewal and w rite 
glowing letters of the job he is doing 
for them. Bv far the greatest bulk of 
his advertising time is bought by auto- 
mobile and auto supply dealers (28). 
He is sponsored bv 13 fuel and pub- 
lic utility companies. 12 department 
and clothing stores. 10 furniture stores, 
nine building supply firms, and six 
bank*. The rest of his sponsors in- 
clude everything from plumbers to 
jewelry stores. The Union Furniture 
Compam in I'd Paso. Tex., sponsored 
two conn st rome-on's over three sta- 
tions and three separate programs, dis- 
covering that 00' i of nil entries were 
from Martin Agronsky listeners. 

Drew Pearson is another controver- 
sial commentator who cannot be ig- 
nored as an air salesman. In 1046 
Pearson focused the eves of the na- 
tion on himself and his sponsor by 
standing on the steps of the Georgia 
capitol and broadcasting. "Come and 
fulfill v on r threats. KKK. if you really 
waul to keep mv mouth closed! 

Today on the air for Carter Products. 
Pearson is heard in an aw* rage of 220 
homes for e\er\ advertising dollar 
spent on his program. \ spokesman 
foi Carter Products indicated that thc\ 



were not frightened away by the con- 
troversial nature of Pearson's pro- 
grams, hut rather signed with him be- 
cause of the prestige his commentary 
invokes and the immense following he 
creates. 

A woman with a provocative view- 
point, whether she's interviewing 
Trygve Lie, describing Hermann Goer- 
ing on the witness stand, or pondering 
for listeners the art of how-to-get-a- 
husband, is 39-ycar-old Pauline Fred- 
erick, ABC's peripatetic newshen. She 
helps sell goods for 43 sponsors over 
38 stations in the East and Central 
areas of the U.S. Miss Frederick, who 
has covered 19 countries as a war cor- 
respondent, has found sex an asset 
rather than a disadvantage. There was 
the time when ABC sent her on a B-29 
mission to Uruguay in the company of 
135 men. Her commentating role, ob- 
viously, was unique on this occasion. 

Sponsors obviously like her treat- 
ment of the news — "as a regular re- 
porter rather than a woman reporter. ' 
she says. For example, Merkel's De- 
partment Store in Plattsburg, X. Y., 
lecently renewed its contract for 39 
weeks after surveying listener interest 
in her. "We are very pleased with 
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the opening of the program," Presi- 
dent David Merkel comments, "in 
which she herself mentions she's speak- 
ing for our store. Her commentary has 
a wide and loyal audience in our shop- 
ping area." 

Sales success stemming from con- 
troversy is not limited to the commen- 
tator shows. Another type of contro- 
versial show is America's Town. Meet- 
ing oj the Air on ABC. This is a panel 
show that attempts to present hoth 
sides of a controversial issue. Region- 
al interest is constantly intensified, as 
this program travels about the coun- 
try. The program is sponsored in the 
community visited by some local or- 
ganization — a university, civic group, 
or what-have-you. An advertising tie- 
in is made locally which provides the 
opportunity for plenty of hot promo- 
tion. The local auspices pays a flat 
fee. plus line charges, to take care of 
the out-of-pocket expenses of these 
originations. 

Over the past three years, Town 
Meeting has had more than 200 such 
sponsors. Newspapers were the first 
to recognize the show's potentialities 
and they constitute the largest and 
most consistent group of Town Meet- 
ing sponsors. Banks and trust compa- 
nies run a close second; automobile 
dealers are third. A check on Town 
Meeting sponsors during this three- 
year period reveals there's many a 
satisfied sponsor and agency. 

In California, for instance, Spark- 
letts, a beverage firm, tried Town 
Meeting in spite of their misgivings 
about its sales effectiveness. An audit 
of voluntary orders phoned into Spark- 
letts during the first five weeks of the 
program showed Friday — the day fol- 
lowing the broadcast— in first place, 
whereas Friday business had tradition- 
plly been less than other days. 



In Montgomery, Ala., Klein & Son, 
its sponsor for the last five years, 
thinks the program sells merchandise 
and uses selling copy constantly. Their 
advertising manager says, "We have 
had customers in the store ask for 
items advertised exclusively on the pro- 
gram." 

Actually, the controversy shows are 
often loaded with prestige. Elmer Da- 
vis has won the Peabody award three 
times and Town Meeting has won it 
twice. Fulton Lewis. Jr. has won the 
duPont Radio Commentators award. 

The extreme pulling power of these 
controversy programs can he pin- 
pointed by reference to, an experience 
of the U.S. Congress provoked by Ful- 
ton Lewis. On 9 April he asked his 
listeners 15 questions, suggested they 
send ")es" or "no" answers, numbered 
1 through 15. to their Congressmen. 
On 11 April, after General MacArthur 
was fired, he repeated the questions 
and added one more. Each member 
of congress was provided with a copy 
of the questions. Bert J. Hauser, Mu- 
tual director of co-op programs, re- 
ports the results. "Total replies re- 
ceived: over two million!" 

Ample evidence indeed that contro- 
versy gets response — in the mail and 



in the cash register! 
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WHAT AD MEN SAID 

(Continued from page 29) 

show up near the top 10. Therefore, 
we don t have the problem other ad- 
vertisers have of worrying about lis- 
tening in TV homes. 

"We attribute our rating success on 
ladio this year to presentation of a 
strong lineup of plays which are firsts 
on the air. We've done 20//?, Century. 
Glass Menagerie. Lost Weekend. Alle- 



gro. This would seem to indicate that 
maybe part of the trouble advertisers 
are having on radio can be solved with 
good programing." 

Metropolitan Life Insurance Com- 
pany, Robert C. Durham, advertising 
manager. (Advertising budget: esti- 
mated $2,000,000; approximate^ 50^ 
spent on radio for news shows, usual- 
ly five times weekly: agency: Young 
& Rubicam.) 

"We have not yet tried television and 
will stick with radio in 1952. The best 
study I've seen thus far on television 
was made by Young & Rubicam and 
it added to other indications that tele- 
vision would he too expensive for us 
at present. 

"One portion of this survey showed 
that earlv evening viewing (5:30 to 
7:00) was dominated by children. 
That means you wouldn't want to buy 
opposite a cowboy show or a puppet 
on TV at that time. Obviously, poppa 
isn't going to be watching the kid 
shows, so he's available during that 
time for listening to radio. And we've 
found that the rating on our 6 o'clock 
news (Alan Jackson, CBS) has been 
going up steadilv. though this may be 
due to some added promotion we've 
been doing. 

"Another interesting trend to me is 
the fact that sales of radios in TV 
homes have been going up. They con- 
tribute to listening in TV homes, es- 
pecially when someone in the home is 
watching a specialized TV show which 
can hold the interest of only one mem- 
ber of the family. A cooking show, for 
example. 

"I've had an opportunity to do some 
impromptu radio-TV research of my 
own because I recently went out on 
tour with some of our agents. We went 
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TREBOR 



18 THOUSAND 
TELEGRAM 
REQUESTS 

. . . tell th eir own 
success stories 

Bob Trebor's "BEST BY 
REQUEST" is the highest 
rated local afternoon disc 
jockey show. Listeners 
have sent in 18 THOUS- 
AND telepram requests in 
2 J/2 years. 




IN ROCHESTER. N. Y 



Represented Nationally by 
THE BOLLING COMPANY 




5i I Reasons Why 



The foremost national and local ad- 
vertisers use WEVD year after 
year to roach the vast 

Jewish Market 
of .Metropolitan JVrw York 
I. Top adult programming 
2. Strong audionce impact 
3. Inhoront listener loyalty 
4. Potential buying power 
Send for a copy of 
"WHO'S WHO ON WEVO" 
HENRY GREENFIELD 

^1 mi nu I MR Dlri-rlor 
WKVI1 117-119 Wr.l <UHh St., 
YorV 19 




through dozens of apartments in big 
housing developments like New ork's 
Stuyvesant Town. I found the radio 
blaring away in almost every home we 
entered. It was quite apparent that 
women are still doing their housework 
to radio. 

"Of course, da) time TV has been 
moving up. But I can't belie\ e you 11 
ever ha\e block viewing like the pres- 
ent all-day radio listening. From what 
We seen in the homes I've visited, 
there's just too inueh work that has to 
be done. Poppa's going to put his foot 
down if he eomes home and finds the 
house is dust\ because his wife's been 
watching TV. I think radio will get 
healthier during the day — and up to 
8:00. There's probably been an awful 
lot of novelty viewing up to now. 

"I don't believe radio has ever mea- 
sured its full audience or begun to 
measure it. The total audienee is fan- 
tastic. We get some indication of the 
size of the out-of-home audienee, for 
example, by letters and comments we 
receive. TV, on the other hand, is 
measuring every drop of viewing. 

"But after 8 o'clock and until 11. I 
agree with the ANA that radio listen- 
ing in a TV home is negligible. TV 
dominates during these hours, affect- 
ing all activities." 

Major mass-marketed product. 

(Advertising budget: approximately. 
$10,000,000, divided between all major 



media, over 50 r < 



radio and TV net- 



work and spot.) 

"Though radio is still important 
both within TV areas and outside, ra- 
dio is not important in TV homes. I 
can't make myself believe that where 
there is TV in a home, radio is still 
a foree. 

"I think there may be some more 
listening than the research services ean 
measure, but how much is problemati- 
cal. In fact, miieli of your thinking on 
this subject has to be by hunch. 

"I doubt that secondary set listening 
is an important factor in TV homes. I 
know from my own experience that it 
is annoying to have both radio and tel- 
evision on at the same time. I find 
that as soon as 1 have finished listening 
to our own radio shows, which I have 
to do. I turn the radio off and go back 
to TV. 

"Your dyed-in-the-wool music- fans 
who listen to WQXK in New York are 
an exc eption, but I believe they are the 
last to get a TV set anyway." 



C. N. Coughlan Company (ehemieal 
specialties). C. H. Wulf, advertising 
manager. (Advertising budget: Radio- 
TV. $150,000 or 80% of ad budget: 
agenev : Lewin, Williams & Saylor. 
Ine.) ' 

"Our analysis of the radio and tele- 
vision pieture is interesting because we 
have two produets with different mar- 
keting problems whieh require differ- 
ing media strategy. Our soot-eleanser, 
Chimney Sweep, is basieally a winter 
product sold rurally. Our de-humidi- 
fier, De-Moist, is mainly a summer 
produet sold in cities. 

"We're dedicated to the principle 
that radio is the best medium to use 
for getting out in the eountry to sell 
Chimney Sweep. TV doesn't go out 
beyond the 60 or 70-mile line where 
our market begins. But even in the 
metropolitan areas, where we're push- 
ing De-Moist, we're still using radio 
as well as TV, exeept at time periods 
where the competition from TV seems 
overwhelming. We buy announcements 
for De-Moist in the morning, prefer- 
ably next to news shows. 

"Radio is as good in the mornings 
if not better than it ever was and there 
is no reason to think otherwise. It's 
in late-afternoon time where TV is be- 
ginning to bite in heavily. But your 
radio news and morning participation 
shows are as good as ever. 

"There's a lot to the CBS-NBC re- 
search on multiple set listening. I know 
that there have been many eloek ra- 
dios sold, for example, in reeent years. 
I bought one two years ago and I'm 
listening to radio more early in the 
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morning and before I go to bed. Add 
up all radios like this one and you 
have an important factor. 

"I disagree with the theory that ra- 
dio listening in TV homes at night can 
be considered nil. TV absorbs your 
complete interest and there are many 
times when you have other things to 
do at night. For example, I addressed 
Christmas cards the other evening with 
my radio on. There must be many 
similar instances every evening multi- 
plied across the nation." 

Thomas /. Lipton, W. B. Smith, di- 
rector of advertising. (Advertising 
budget: $200,700,200: agency: Young 
& Rubicam, Ruthrauff & Ryan.) 

"My opinion on radio listening in 
TV homes is beside the point. For 
the answer you have to look at the 
ratings. True, they've been termed in- 
accurate by members of the radio in- 
dustry. But who are we to believe if 
we don't go by the ratings? 

"What radio and TV need is one 
authoritative measurement comparable 
to the Audit Bureau of Circulation. 
Radio and TV could learn much if they 
studied the early history of publica- 
tions. They'd find that back around 



BMI 



POPl/tARlTV 

A piece of music is meas- 
ured and appraised chiefly by 
its popularity — and popularity 
in a song can only be judged 
by the frequency with which it 
is played and heard. When 
folks are humming or whis- 
tling a tune you can be sure it 
is popular. The public usually 
is unaware of tha authorship 
or source of tha song it is 
humming. And quite often 
those in broadcasting who pro- 
gram these tunes are not aware 
that a great percentage of the 
current BIG HITS are being 
performed under their BMI 
license. 



the turn of the century there was con- 
troversy among publishers about their 
circulation similar to today's situation 
with radio. But the printed media 
solved the problem and radio must do 
the same thing if we're to accept their 
reseach and representation of facts. 

"As to special studies like those on 
out-of-hoine listening. They are all 
very well, but Fd prefer to see them 
done on a periodic basis by some rec- 
ognized research organization rather 
than done whenever a radio station or 
network decides to for the purpose of 
proving a point favorable to its selling 
pitch." 

Monarch Wine Company, Meyer H. 
Robinson, sales manager. (Advertis- 
ing budget: over $250,000 in radio or 
approximately 85% ; announcements 
in 30 cities; agency: Donahue & Coe.) 

"'I believe that the effects of radio 
have been underestimated and the ef- 
fects of TV overestimated. 

"In the fall of '50 and the spring of 
'51, our budget called for radio and 
TV. However, in the fall of "51, we 
took the plunge and cut off TV and 
went all out on radio. It was a daring 
plunge and we are happy w T e did it as 
the results more than justified the de- 
cision. Unfortunately, all advertisers 
are human and they are prone to place 
themselves in the position of being Mr. 
Average Listener. In inost cases they 
do not fit the picture and therefore are 
completely out of focus when it comes 
to selecting advertising media. 

"Many thought that radio was 'miss- 
ing in action.' Unbeknown though to 
many, it was still fighting on all fronts 
without the fanfare and bugle calling 
of TV." 

Drug company. (Advertising budget: 
approximately $4,500,000; uses spot 
radio heavily — $1,000,000 next year; 
spot TV; network TV; Sunday sup- 
plements. ) 

"We are adding to our spot radio 
in 1952, while continuing to back TV 
to the hilt. But we have almost com- 
pletely eliminated magazines while 
continuing in Sunday supplements. 

"We have studied the results from 
spot radio, spot TV, and Sunday sup- 
plements and find that spot radio is 
most effective on a cost basis. Spot 
TV is more effective per announce' 
ment, but not per dollar. We deter- 
mined this by comparing results in va- 
rious markets where we were using 
different combinations of media. * * * 
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Memphis Packing Co. 

Starts 4th Year 
on WDIA, Memphis! 

Yes, Memphis Packing Co., distributors of Evergoorl 
Moat Products, has just started Its 4th consecutive 
yar on WDIA! It's just further proof of WDIA's 
overwhelming dominance in selling the huge Negro 
segment of the Memphis trade area (489,000 Negroes 
in WDIA 6MB counties) for a'l ty pes of accounts 
. , . local, regional and a great list of famous na* 
t.onal accounts including: Lucky Strikes, Taystee 
Bread, Super Suds, Gold Medal Flour, Purex and 
many others. Get the full story on WDIA soon! 



HODPER RADIO AUDIENCE INDEX 
City: Memphis. Tenn. Months: Sept.-Oct. 1951 
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MF8AM-6PM 12.2 26.5 26.0 17.9 10.9 7.7 5.6 4.5 



MEMPHIS WDIA TENN. 

John E. Pearson Co., Representative 



SEPARATE BUT EQUAL 

WEKD 

Proves A Moot Southern Point in Atlanta 

, , , '"Separate but equal", — that famous phrase 
heard but seldom seen, came true. Hooper-wise 
for WERD in May. 8:00 AM to 12 Noon — 
Monday through Friday. 

WERD'S Hooper Audience share equal* the beat 
station in Atlanta today Here are the Hoopered 
facts I 

WERD — 23. 2 

Station A — 23.2 

Station B — 19.7 

Station C — K.n 

Other AM and FM — 23, Z 
WERD is the most economical radio buy in Atlanta 
060 on every Atlanta dial covers the area ihown 
tieUwr - . ■ . 1000 watts 

Contour of WERDville 




Write for proof ot ik« iur usance. 
Represented nationally by 

JOE WOOTTON 

Interstate United Newspapers, Inc. 
545 Fifth Avenue 
New York 17. N, Y. 
•WEBD is Negro owned and operated. 
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Hold on tight, boys 

I here's a whirling, twirling, inilc-a- 
ininnlp. watch-where y ourc-going year 
ahead for l\ advertiser; 1 . It s a year 
of standout pioneer opportunities. I >ut 
it s also a year «>f standout pratfalls. 
^ ou II have to look sharp. 

If von rc counting on a vcar of 10!! 
television stations in 02 major mar- 
kets start revising sour estimate up- 
ward now. The FCC, and particularly 
Chairman Wayne Gov. is in no mood 
to let grass- grow under ils feet with 
icspect to lifting the freeze and. onre 
that's done, granting construction per- 
mits. Wax ne Coy's target date for 
iieeze lifting i> earlv February. Don't 
he surprised to see TV stations on the 
air in such now non-TV areas as Den- 
ver. Portland. I'.l Paso. Spokane. Des 
Moines by late summer. Manx a sta- 
tion manager has told us that his 
equipment i> already bought, his build- 
ing ready and waiting, and that be ll 
he on the air by the grace of the FCC 
within .'i(> or 00 daxs after getting 
hi- grant. 

The first of the I ( ).">2 crop of new 



stations will be in the TV-less sectors, 
lor the FCC is giving these top prior- 
ity. You'll he surprised at the heavy 
volume of T\ sets already installed as 
the first station takes the air in Port- 
land or Denver. Aided by eitizen 
"roups and the manufacturing com- 
panies. T\ applicant firms have been 
hard at work conditioning their mar- 
kets to a high pitch of TV excitement. 

What should the advertiser inter- 
ested in new TV markets do about all 
this? First, work closely with your 
advertising agency in following devel- 
opments once the freeze is off. Cheek 
the stations and markets granted. 
Make contact with key station person- 
nel. If you're investing a substantial 
sum in air adxertising, we can suggest 
nothing better than adding a radio and 
T\ specialist to your staff who can co- 
ordinate with the agency and tour the 
stations of the nation on vonr behalf. 
There has been a marked though quiet 
trend in this direction in the past few 
years and the reports indicate that 
station managers, and commercial 
managers (being human) display a 
normal response to the personal touch 
of your own representative. 

The cost of telex ision. both time and 
programing, will be a continuing and 
increasing dilemma to many an adver- 
tiser. How the cost structure will de- 
velop as more and more stations mov e 
into the medium is conjectural, and 
will be the subject of top research and 
analysis during the jear. Yet. like all 
other media, television will find its 
proper level in the course of time. 

On the radio front there xvill be 
much confusion as additional TV sta- 
tions enter many a market. The "sur- 
vival of the fittest era"' will then have 
begun in earnest. Right now stations 
who intend to he around when the 



smoke of battle clears are clearing their 
decks for the competitive radio station 
struggle. One astute station manager 
tells sponsor, just as we write this, 
that he is building a news gathering 
operation that will compete with the 
daily newspaper in bis local commu- 
nity, and he expects to beat them at 
their own game. He's dropping all of 
bis network programing in the p.m. 
emphasizing music. In the evening he 
highlights sports. 

Is radio really coming back in T\ 
homes? That's a question that is being 
answered even day as additional anal- 
yses come to light. In the lead story 
of this issue, eight such studies, all re- 
cently completed, point to the marked 
increase in listening in TV homes. It 
is well to note that the average TV 
home has more secondary radio sets 
than the radio home; that according 
to the joint CBS-NBC Study 77% of 
all listening in TV homes is on second- 
ary sets. 

Whether you, as an advertiser, are 
willing to accept the concept that there 
is a valid evening radio opportunity in 
a TV market depends in large measure 
on (1 I the degree to which you accept 
the research now being done on this 
subject (2) your individual impres- 
sion of how much listening constitutes 
0 valid radio opportunity- In the case 
of FM. which by now has gone into 
25 C7 c or more homes in some markets, 
barely a national advertiser yet accepts 
the medium as a valid advertising op- 
portunity. This mav change as more 
FM facts come to light in 1952. 

Merchandising, especially by the net- 
works, will expand during the new 
year. Programing seems due for a re- 
juvenation. 1952 will be a great year 
for air advertisers. The opportunities 
arc main . But he careful. 



Applause 



The rep steps out 

\lmost overnight, it seems, the sta- 
tion representative field I hotb radio 
and I \ I has expanded its horizons. 

Moth ated partly bv the ev olntiou of 
die business, but also bv a rapidly blos- 
soming maturity, the men who not long 
ago limited their activities to selling 
national s| l( ,t time for the stations they 
repiescnt have branched out in a hun- 
dred different w av s. \nd exerx branch 



is designed to make the time they sell 
more productive for the sponsor. 

Many representatives, such as Weed. 
Katz. CBS Spot Sales. Adam Young, 
Free & Peters, are turning out research 
projects that agencies and advertisers 
use as important tools. Blair helps its 
stations with program guidance that 
interprets the sales needs of advertisers 
in \ew York. Chicago, Detroit. San 
I' i anciseo ; md elsew here. Pearson puts 



out a weekly newsletter. H-R Repre- 
sentatives. NBC Spot Sales. Harring- 
tori-Righter-Parsons, Forjoe. Petry. 
Walker. Branham, Avery-Knodel. ABC 
Spot Sales, Rayiner, Meeker, Holling- 
bery, Rambeau, National Time Sales, 
Headley-Rced, Capper, Radio Repre- 
sentatives, Cooke. Boiling, and others 
each have more projects working to 
assist station and sponsor than we can 
recount. 
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there's ONLY 0N£ eiffel Wtower 



• • • 



and there's 



OHiy ONi 



National Radio Network devoted to 
SMALL TOWN and RURAL AMERICA 



Each year thousands of people flock to the Eiffel Tower, the only one of its 

kind — but, every day, millions of people, who live in 
rich, Small Town and Rural America, are listening to their home town stations 

which are affiliated with the fast growing Keystone Broadcasting 
System — the only national, established transcription network 
reaching this market! 
According to BMB, these Americans listen more often and 
longer to their local level impact stations — than they do to the 

far off metropolitan power stations. And these same . . 

Americans possess more than half of the nation's buying power! - " i 

There are 476 KBS stations .... strategically 
located, now delivering this sales-producing local level impact 

for many of America's most particular 
advertisers! All of these stations may be purchased in a 
complete package — or the number required to 
cover your distribution pattern. 




NO TELEVISION RECEPTION! 

Smoll Town ond Rural Amerlco possesses few 
television sets. Practically all af the KBS affiliates 
are in towns of 50,000 or less . . . where 
there's little ar no satisfoctory tv reception. 
Keystone listeners ore radio fons! 



The Voice of Rural America 
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...and now a wordij^o^our sponsor 



1 his wax ot 1^1. has been, for us. a 
\>m One." It's our BIGGK>T YEAR, 
m nunv w.ivs, ;iih] so. to give om thanks ami 
praise, we've bought a page in this Maga/.inc, 
so our "Message ot Thanks" could lie properly 

M'l'll. 

l or ve.iis. our station lias been a "Bid 
LEAGUER." Year after vcai, we've grown 
biirs/er and hunger. Our National .Siiot Sales 
get better ami better ami so, as we start off 
our "Thank 1 mi" letter, we are grateful for 
the cnthu-ia-m. energv and pep, displayed by 
our wideawake National Rep." For telling 
our -tor\ . e\er\ da\. cv er\ w here, we pav our 
uspea- ro the bins at' JOHN BLAIR. 
Ehev \ e hroi ght us new business! Even l!lair 
"Rep" um s,e. savs "\V.\SI 1 1 N( HON'S 
HI ST BUi IS WW DC" 

In expressing our thanks, we particularly 
desiic to include every -Agency, every Time 
Buver, and all Account Executives on our 
\ car's business list. (It you placed any, hope 
vnur name isn't missed.) We'd list personal 
names, with a "Cut" ot each face, hut since 
were reunited b\ limited space, we thank, 
INDIVIDUALLY, all von fine "gals" and 
"guys." as v our Agencv names we "alpha- 
l>< fiz< . 

NATIONALLY under "A" for ac- 
counts that we get, we send our thanks to 
Ai ikin-Kv M it. ALo another important one 

referring to N. W. Av r.R & Sow 

Under "H." there's H. H. I). & O. ( Bat- 
tin, Bvrto\, DtRsii\r; & Osisorn, you 
know ). aLo Hi \Ki\ & How i.es, and likew ise 
111) I { \ 1 1 s. while the Blow Compvnv a 
vote ol thank- rate-. In listing the H's the 
Hovs would he liene, it we overlooked Hi:u- 
mi\(,ii\m. Cvsii.imvn & Pierce. 

As tor "C. a loi ot big Agencies we see 
lor example. Ci nningiivm .\\n 
V vi si i . I N C. There's C \ \i niti-i i.-l .w vi.d, 
then II vkrv 15. Colli N, while to Cl-CH. and 
1'k r shk i i, further thanks should be goin'. 

Ne\t, to th<- letter "I)" we go, with a 

.lllllr If) I )(|S W| I 1 Si Coh. Then 1 IlKSCIIII. 

/-. Lm ist ii. and Di i iscii <\ Sm:v . . . 
next Di \m J. »ms . , . (( )ops! I bat's (omes 
uid'i "J ). And tor other contrails that have 
been si^nc<l and sealed, we are grateful to 
Doilliuv. C'iiiioki) \ "sill Mil I I). We're 
glad our suppL ol rhvines is still ample, ro 
1 1 lent on I ) \ \ ( in I' n / u u \i.n & S vmi'i.i- . . . 
and aLo Down. K l I ii 1 1 Lit & Johnstone, 
Ink I w liK h just about winds up ihe D's, 
w e think. ) 

I nder "I ' U e rhanL I sn ( Wu.i i vm 
1 ot <oiise , aLo Irwin, Wvsis and 

■dl ol then tone \n<| tor West (oast bust- 
to detei ni ne. w In w e I hank 
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"ditty," also Grvnt Advertising in the 
"Windy City." 

Under "II." we're having one "II" of a 
time, getting our "I I s" to properly rhyme. 
There's H vrv ev. -M asseng vl.E in our "H" 
summarv — then H an ley, Hicks & Mont- 
gomrrv. 'Lo the R.vv Nirsii Company, a 
polite bow is due . . . and to the Herman' 
Advertising Agency, too. Two other 
Agencies, smart and adroit, are IIixsON & 
Jorgenson, and Ch.vri.es W. Hoyt. 

Then there's Stewvrt Jordan under the 
"J" . . . with three topnotch Agencies start- 
ing with "K." There's the Kidner Agency 
. . . and Kenyon &• Kckii.vrdt. In giving us 
business, they both played a part. As for the 
other Agency starting with "K," the Joseph 
K VI Z Co.mimn'v thinks w e're "O.K." 

To Ai- Pa i i. Lei-ton. in Philadelphia, 
P-A., we send lots of "Brotherly Love" your 
way. Under "M" there is Mar FREE . . . and 
Walter McCri:ery . . . while Morse 
International helps keep us "cheery." Then 
there's Ai.i.an Marin, and John E. M I'R- 
rvY, while for Maxon (if you're "a\in") 
we get results in a hurry. Anil to our chain 
ot thanks, another big link, as we add MorEY, 
Iff mm & Johnstone, Inc. 

We come next to Nl-Enil.VM, Locks & 
Brorrv . (The best word to rhyme with 
BRORBY is BRORKY.) 

Under "O," we really OWE thanks galore 
. . . Owen & Ciiappell, and Rorert \Y. 
Orr, also R. T, O'Co.s nei.i., and O'Neil, 
Larson & McM.viion, and also in Chicago, 
thanks a lot Oman. 

Three Agencies we love "A Bushel and a 
Peck" are Pic vim Advertising, Piedmont 
. , . ami Peck. 

And for their good judgment in radio 
buvin', we're thankful indeed to Rctiiracff 
& Ryan. 

Do we have more acknowledgments? Yes 
indeed, many! There's Simmonds & Sim- 
mon ds, and ot course, Strhet <\- Finney. 
There's "S. S. C. & B." (if memory fails) that 
means Si i.i.n w, St.vi effr, Coi.wei.l & 
H VV i.es. and our final "S" is important, you 
Det ... a thankful salute to Shermvn & 
A I vio.n ft it. 
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1 -'iRler " T," we're glad to mention 
\\ ■ I • (I hat's easier to rhyme with than 
Thompson, you see.) To Thompson- 
Koch and J. B. Tvyi.or thanks we extend; 
while under 'A'" there's "Vic" V \v Di-R 
Li Nor. And umlei this letter, we next proud- 
K had the neighboring agencv of Van S vnt, 
1 >i < a • \ I r. 

As we near the end of the alphabet, Weiss 
iV Om.iir we couldn't forget, nor The 
Wi si i v \ssoi Mils . . . also ( ;eo,.|. ki:v 
^ U)1 • ■ ■ who were all in our s| Husiness 
Parade. And toi a double "W" there's Ward 
\\ m i lock, too . . an.I (inalh, Yoi no v Sc 
R l Is < \ \l . . . oi i best thanks to you ! 



AVhile we're happy and thrilled for 
NATIONAL RECOGNITION we 
proud and thankful for our LOCAL PC 

I ION. More listeners than ever! A Ra 
we treasure! Our thanks go to "PULSE" 
their accurate measure. 

To the Mutual Network, and its Presid 
Frank White, our appreciation and sini 
delight, for fine shows, plus promotion 
people still know— that 'AVHEREV 
YOU GO, THERE'S RADIO." 

And last, but not least, our sincere sal 
tions to all Local ADVERTISING C 
GANIZA'I IONS. I he business they give 
day in and day out ... is something to n 
be thankful about. They're the real "R 
bone" in our operation, and we pledge 
continued co-operation. If we had spacf 
verse about each one we'd write, but w 
thank them alphabetically (from left to rig! 
(Ad Masters, Inc. — Advertising, I 

—Art Ads— A. W. & L. Advertising 
Azr.vei, Advertising Agency — James 
Hevttie Agency — Mac rice Chess 
Agency — Cohen c \ Miller Agencv. 
Robert J. Enders Adv ertising, Inc.— . 
v iN Epstein Agency — Col rtland D. } 
gl son Agency — P vci. Lynn Heller, 1 
— Ernest S. Johnston Agency — Kal,Ei 
i ioi i & Merrick — Henry J. Kvifman 
Associates — Kronst vdt Agency — J 
Lewis Agency — J. Gordon Manches 
Advertising — H vrwood M.vrtin Age 

— Mei.lor & Wallace — Wm. I), Mi 
dock Agencv — Lewis Edwin Ry.vn Ac 
cv — M. Belmont Ver Standig 
li VMS, Stark & IIinkle.) 

Resuming our rhyme, THANKS fr 
"A" thru to "Z" . . . for thinking of us 
WWDC. (It our verses were feeble, ; 
brother, you know it, just place the blame 
our Station Staff Poet.) If you're on our 
business list, here's hoping, once more, y 
name wasn't missed. 

A REMINDER — FOR RESUL', 
YOU'LL BE THANKFUL 'LOO, 
YOU'LL KEEP PLACING OR UK 
THROUGHOUT '52. 



National Representatives: John Blair & C 



